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how to avoid the 


most common 
cause of 


business film 


Even well made films miss. Chief 

cause: inadequate distribution. 

A business film is successful only 
when seen by a maximum of the 
people it is designed to reach. 

To insure maximum viewings, most 
sponsors assign their business film 
distribution to specialists. First 
choice is the firm that handles more 
sponsored films than all other distrib- 
utors combined — MODERN TALKING 
PICTURE SERVICE. 

Business film sponsors use MODERN 
for many reasons. Among them: 

1. As specialists, MODERN does the 
job more expertly, and at lower 
cost, than they can themselves. 

2. With a network of 28 film librar- 
ies in major U.S. cities, and affili- 


Sales Offices 


failure 


ate libraries in Canada, MODERN 
is uniquely set-up to get films to 
audience (and back) in less time. 

3. MODERN promotes your film, 
keeps your prints busy throughout 
the year. 

4. MODERN’S electronically- 
equipped print maintenance de- 
partments lengthen your print 
life, insure trouble-free showings. 

5. Verified circulation reports and 
records of audience comments 
prove how well your film works. 

All of the above are part of the Mop- 

ERN service. Get all the facts. Learn 

how MODERN -distributed films are 

shown on TV, in theatres and before 
general, 16mm audiences. Fill in and 
mail the coupon now. 


New York Chicago Detroit Los Angeles Pittsburgh San Francisco 


This advertisement prepared by Lawrence Peskin, Inc. 


Talking Picture Service, Inc. 


3 East 54th St., New York 22 


: FREE! Write for The Opportunity for Busi- 
: ness Sponsored Films. Use the coupon below. 
: No salesman will call unless you request. 


: Name 

Title 

Company 

i Street 

: City & State BS 59 
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ASK ANY 
CARAVEL CLIENT... 


Allied Stores Corporation 
American Bible Society 
American Can Company 
American Heart Association 


Associated Merchandising Corp. 


Berkshire Knitting Mills 
Bethlehem Steel Company 
Godfrey L. Cabot, Inc. 
Calvert Distillers Company 
Cluett, Peabody & Co., Inc. 
General Fireproofing Co. 
J.C. Penney Co., Inc. 
Royal McBee Corporation 
Socony Mobil Oil Co., Inc. 
Towmotor Corporation 
Towle Manufacturing Co. 


. . and many others 


PRODUCING BUSINESS FILMS FOR AMERICA’S LEADING ADVERTISERS FOR 37 YEARS 


The Shortest Distance Between 
2 Points Is a STRAIGHT LINE 


There are many ways to bring new sales ideas and product information to the person 
behind the counter. Some are round-about and ineffective, losing force and sales appeal 
at each step. But one sure way is film .. . straight line-direct and economical . . . a 
film that delivers the full force of the idea—that enthusiastically explains the product. 


This is the most effective tool a sales manager can have. 


Caravel has been making straight line films for over a quarter century—films created by 
expert craftsmen to the needs of individual clients in dozens of industries. We invite 
you to view one or more of these films—either in your office or ours—and find out for 
yourself how they were made to deliver the full force of management planning to the 
salesman and the customer. 


CARAVEL FILMS, INC. 


20 West End Ave. (6Oth St.) New York 23, N.Y. Cl 7-6110 
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See 
Tomorrow’s 


Look... 


Today! 


TRI ART’S 
New Expanded Facilities 


and Unique Innovations 
soon ready to 
better serve you! 


Offering 16 and 35mm screenings, 
regular, Cinemascope, wide screen, 
interlocking 1, 2 or 3 35mm or 16mm — 


TRI 


ART 
COLO 


245 West 55th St., New York 19, N. Y. « PLaza 7-4580 
IN 


DA: ASSOCIATED SCREEN INDUSTRIES, Ltd. * 2000 Northcliff Avenue, Montreal, Canada 
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Communications For Business 


CHICAGO DETROIT NEW YORK PITTSBURGH 
CLEVELAND CINCINNATI TWIN CITIES HOLLYWOOD 
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FREE BOOKLET! Write today and see how Viewlex 
“Salestalk” can bring dynamic controlled sales- 
manship to your business. 


iSHOWS! 
TELLS! 
SELLS! 


Company Name 


Address 


Unit Adds Controlied Showmanship to 


Your Sales and Profits AUTOMATICALLY! 


@ Attache Case convenience and portability! 
@ It's the perfect audio-visual presentation in a package! 


Now Viewlex applies a PROVEN, SOUND-SIGHT principle 
to INCREASED BUSINESS! The new Viewlex “SALESTALK” 
SOUND-SLIDE unit is your own complete “presentation in 
an attache case.” It's like having a “Showroom-at-your-fingertips.” 
Your product or service story is told and sold with exactly the same 
perfection and energetic enthusiasm from the first A.M. appointment 
to the last call of the day! 

So light . . . so compact . . . so simple to operate. Sets up in seconds! 
The ultimate in full-powered salesmanship. Through the power of. 
dramatic animation, drawings, charts, documentary photographs, 
etc... . in color or black and white . . . your products or services take 
on a new added dimension of importance! They’re ALWAYS pre- 
sented in the EXACT same way your management team wants it to 
... through the controlled sight and sound message of the Salestalk. 


Overall Size: 11” x 17” x 5” Weight: 14 Ibs. 
Projector: 150 Watts. Filmstrip. 
Record Player: 4 speed. Takes up to 12” records. 


Price: $9950 complete 
Other Viewtalk Sound-Slide Units from $139.50 to $224.50 


i@w lex... 35-15 Queens Bivd, Long Island City N. Y. 


Camera Eye 


1,600,000 shareholders of 
the American Telephone & 
Telegraph Company recently re- 
ceived an enclosure piece promot- 
ing the Bell System films. East- 
man Kodak has done the same 
thing in mailings to its owners and 
there have been some noteworthy 
national advertising mentions of 
company sponsored pictures by Al- 
coa, the Pure-Pak Division of Ex- 
Cell-O Corporation (a major 
spread) and others. 

All of which leads us to remark 
the potential power which sponsors 
have, through their dealers, share- 
holders, customers and employees 
to promote their current offerings 
to potential viewers. Featured in 
coming issues are articles on Hiram 
Walker and Montgomery Ward 
color films which have enjoyed 
similar advantages. Window dis- 
plays in quantity went to Ward re- 
tail outlets this month, concurrent 
with May showings of its first ma- 
jor institutional picture. I 

* 


Better Terminology Will Help 
Advance Films as a Medium 


vy We've rejected the phrase “non- 
theatrical films” to describe busi- 
ness, educational and similar films 
of fact. But let’s agree nationally 
on a more appropriate phrase 
(such as “informational films’’?) 
and use it in all our written and 
printed communications. The 
phrases “business films” and 
“sponsored films” are excellent in 
themselves but for public consump- 
tion we need a broad, descriptive 
term. 

Let’s have your letters to this 
department on this problem. And 
while we're on the subject of ter- 
minology, here are a couple of 
other terms which have real mean- 
ing to all who sponsor films: 

There is the “residual image” 
which effective films leave with 
their viewers. Research in the 
armed forces has shown that film 
audiences “remember longer” than 
they do when exposed to similar 
material on the printed page. Sind- 
linger research on theatre screen 
advertising exposures showed very 
strong remembrance of sponsor 


messages. Films running from 13 
to 27 minutes of screen time cer- 
tainly hold the attention of viewers 
many times longer than the best- 
read magazine advertisement. This 
“impression time” factor ought to 
be capitalized on by both sponsors 
and producers . . . studied and 
made the valuable measurement 
device which it is. 

The services of motivational re- 
search organizations and other 
recognized survey groups should 
be employed to help find out what 
effect informational films have on 
their audiences and what business 
users know (and don’t know) 
about the medium. We've begun 
working in this field with staff ex- 
perts at Social Research, Inc. 


* * 


Four “Emmy” Plaques to Niles 
Staffers at Chicago Ceremonies 

ve Members of the Chicago chap- 
ter of the Academy of Television 
Arts & Sciences voted Fred Niles 
Productions’ entries four of the 
top “Emmy” Awards in May. 
Honored as “the best creator of 
television commercials, live or 
film” and as “the best TV commer- 
cial producer” these Niles’ staffers 
also received plaques: 

Lloyd Bethune, senior producer- 
director, won honors as “best di- 
rector.” Manny Paull, animation 
art director, was voted “best art 
director.” Richard Hertel, super- 
vising editor, was “best film edi- 
tor.” 

Congratulations to all! Wy 

* ok 


Over 50 American TV Spots 
Entered in Cannes Film Festival 
ve Over 50 television commercials 
produced in the U.S. have been 
entered by 14 production com- 
panies and advertising agencies at 
the Sixth International Advertising 
Film Festival. Event will be held 
at Cannes, France on June 9-13. 
Other entries were expected be- 
fore the May 30th deadline. 

18 different countries will be 
represented in the competition for 
two Grand Prix—one for televi- 
sion and one for theatre advertising 
films. For the first time, the bulk 
of more than 500 films entered 
will be in the television categories. 
(CONTINUED ON PAGE TWELVE) 
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CASE HISTORY 


SUCCESSFUL BUSINESS FILM 


“BANANAS? 
SI, SENOR!” 


A combination live-action, animation motion picture in color 


Written and Produced for the UNITED FRUIT COMPANY 


OCTOBER 1956 THROUGH FEBRUARY 1959 


26,024 NON-THEATRICAL SHOWINGS AUDIENCE: 1,847,362 
447 TELEVISION SHOWINGS ESTIMATED AUDIENCE: 30,399,175 


SILVER REEL AWARD AMERICAN FILM ASSEMBLY 1957 
FILM AWARD SCHOLASTIC TEACHER MAGAZINE 1957 
CHRIS AWARD COLUMBUS FILM FESTIVAL 1957 


John Sutherland Productions, Inc. 


LOS ANGELES NEW YORK 
201 North Occidental Boulevard 136 East 55th Street 
los Angeles 26, California DUnkirk 8-5121 New York 22, New York Plaza 5-1875 
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Victor owners from all over the world tell how their 16mm sound 
projectors have turned in extra years of trouble-free service. 


Here are just a few unsolicited comments . . . 


Fifth oldest sound model still running 
“The Victor projector is in good 
operating condition, sound and pic- 
ture,” says Mr. Dale W. DeArmond 
of Wichita, Kansas, in describing his 
Victor Model 12. The machine, built 
in 1933, is the fifth 16mm sound-on- 
film projector ever made. “The origi- 
nal finish has only a few worn places 
. . » This projector is a wonderful 
machine, impossible to ruin a film 
with all those safety devices.” 


Only a burned out bulb 

“We believe that it is amazing that 
this [Victor] machine, after being in 
continuous use since its purchase years 
ago and having such hard usage, is still 
in service,” reports Mr. J. F. Steiner of 
the Steiner Studio in Elmira, N. Y. 
“The writer does a lot of traveling in 
Canada every year to fish and always 
takes the projectot along to show 
movies taken the previous years. If you 
have ever traveled on some of these 
Canadian roads in the backwoods, you 
know what we mean about hard usage 
of the projector. The machine has 
never been returned for repairs, and 
has required no replacement parts 
other than a burned out bulb.” 


Never lost a foot of film 


A film technician for the Army Pic- 
torial Service in Long Island City, 
N. Y., Mr. Charles French has this to 
say about his Victor Model 25, man- 


lotest model Victor — the 
Sovereign 25 — built for 
@xtra yeors of service. 


ufactured in 1936. “I always boost the 
Victor for two reasons. The first is the 
automatic trip. In all the eleven years 
I have owned this machine I haven't 
lost a foot of film. The second is the 
gate runners. I have never had a 
scratched film due to my projector. 
I have operated many other makes and 
had to use emery paper on the run- 
ners, even when they were new.” 


Plunged 4' feet to the floor 
Reverend J. Samuel Pritchard of the 
First Evangelical United Brethren 
Church, Veedersburg, Ind. tells of his 
experience with a Victor Model 25, 
manufactured in 1936. “While show- 
ing a film for our Brotherhood about 
4 years ago one of the setscrews of my 
projector stand wasn't tightened 
enough and the projector plunged 
about 414 feet or more to the floor. I 
thought it was done for and suggested 
that the Brotherhood might like to buy 
a new one. They didn’t. But the black- 
smith took the poor old projector 
home, patched it up and it is still 
working.” 


Doing yeoman service 


Mr. Frank A. Valenti of Brooklyn, 
N. Y. states that “I am the proud 
possessor of a Victor Model 24B which 
has done yeoman service in my work 
with mentally retarded children.” This 
machine was buile in 1935 and is 
“still in excellent condition.” 


——-—-SEND FOR NEW VICTOR CATALOG ics 


Exposed to sub-zero winters 


“We have been using our [Victor] for 
12 years at our camp, having pur- 
chased it in used condition in 1945,” 
reports Mr. Charles Greenwald of 
Granite Lake Camp, Munsonville,N.H. 
“Except for minor oiling and adjust- 
ments we have had perfect service in 
spite of the fact that during the winter 
it is exposed to constant cold, reaching 
temperatures below zero for months 
at a time.” 


Wonderful Victor workmanship 


Mr. Leslie H. Wilson of London, Eng- 
land describes his Victor Model 25. 
It was manufactured in 1936 and still 
gives satisfactory service. “So far as I 
can see it still has all the original parts, 
and its present condition is proof of 
the wonderful workmanship you must 
have put in these machines when they 
were first made.” 


They never let you down 


“I am an Ordained Minister and I do 
Missionary work and show many films 
to churches and to the lost on a strictly 
free will basis,” says Reverend M. D. 
Awtry of Tampa, Fla. “My work and 
my love is to take the word to those 
who need it. If I had the money to 
buy a new 16mm sound projector I 
assure you that it would be a Victor. 
They are smoother running, easy to 
operate and they never let you down 
and the upkeep bill is almost nothing. 
Mine proves this.” 


Est. 1910 


CORPORATION 
A Division of KALART 


Producers of precision audio-visual and photographic equipment 
PLAINVILLE, CONNECTICUT Dept. BS-6 
Please send free copy of the new illustrated Victor Catalog 


Nome 
Position 
Address 


ested 


INDUSTRY EVENT 


Set July Dates for National 
Audio-Visual Group Meetings 
ve Bringing together groups inter- 
in educational, religious, 
farm and industrial use of audio- 
visuals, the 1959 National Audio- 
Visual Convention will open July 
25-28 at the Morrison Hotel in 
Chicago. Focus of the Convention 
is the National Audio-Visual Trade 
Show. 160 exhibit booths, fea- 


| turing the products of more than 


110 manufacturers and producers 


_ of a-v equipment and materials, 


will occupy the entire mezzanine 


| and first floors of the Morrison. 


Groups which have announced 
plans to meet during this year’s 
national show include The Educa- 
tional Film Library Association, 
with Dr. Neville Pearson of the 
University of Minnesota as conven- 
tion chairman; The Audio-Visual 
Workshop for Industrial Training 
Directors, with Charles A. Ward, 
director of the Industrial Training 
Division of the American School in 


Chicago as chairman. 


The Audio-Visual Conference of 
Medical & Allied Sciences, with 
Daryl I. Miller of the American 
Medical Association in charge; the 
Agricultural Audio-Visual Work- 
shop, under the direction of Gor- 
don Berg; and the Religious Audio- 
Visual Workshop, headed by Mrs. 
Mae Bahr, Religious Film Librar- 
ies, Chicago are other convention 
participants. 

The Association of Chief State 
School Officers will hold a meeting 
during the NAVA program. Mrs. 
Altha Sullivan, Indiana State De- 
partment of Education, is presi- 
dent of the group. 

Dates for the coinciding organi- 
zation meetings during the 1959 
National Audio-Visual Convention 
are as follows: 

Educational Film Library Asso- 
ciation—July 24-26. 

AV Workshop for Industrial 
Training Directors—July 27. 

Association of Chief State School 
Officers—July 26-28. 

Agricultural Audio-Visual Work- 
shop—July 27-28. 

AV Conference for Medical and 
Allied Sciences—July 27. 

Religious AV Workshop—July 
26. 

The National Audio-Visual Con- 
vention and Trade Show will con- 
tinue through July 25-28 at the 
Morrison. 

Information on the convention 
may be obtained by writing the na- 
tional Audio-Visual Association, 
Box 337, Fairfax, Virginia. a 
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Brutes 

Molarcs 

Teners 

Seniors 
Juniors 
Cones 


4 ColorTrans 


lic Stands 

AV Scoops 

if Cables 
_A 


Boxes 
Dimmers 


Century Stands 
Flags 

Scrims 
Dollies 
Ladders- Steps 
Reflectors 
Parallels 
Booms 


AC & DC Generator, Trucks 


, 1000, 700, 300, 200 mp. DC 


RENTALS 


SALES SERVICE 


Send for a schedule of rental rates. - 


INC. 


IGHTING THE MOTION 
PICTURE INDUSTRY SINCE 1921 | 
| 
GRIP EQUIPMENT 
| 
GENERATORS 
: F 333 West 52nd Street, New York City, Circle 6-5470 
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Color Reproduction Company has always believed only 
Specialists can produce the FINEST QUALITY... is now 


over 20 years since Color Reproduction Company began 


specializing exclusively in 16mm Color Prints. That’s why 
Color Reproduction Company has long ago earned the 
reputation for guaranteed quality which is the Standard of 
the l6mm Motion Picture Industry. Finest QUALITY is 
something everyone appreciates. The cost of Your Production 
warrants finest quality prints! Send your 16mm Color Print 


orders to Color Reproduction Company! 


REPRODUCTION 
7936 Santa Monica Blvd., Hollywood 46, California 
Telephone: Oldfield 4-8010 


Kentucky Training Directors to 
Hold 5th Annual Film Festival 
ve Announced in May and closing 
its entry lists on June 1 is the Fifth 
Annual Film Festival sponsored 
by the Kentucky Chapter of the 
American Society of Training 
Directors. Event will be held in 
Louisville, in cooperation with 
University College of that city, 
from June 22 through 26th. 

All films released since January 
1, 1956 are eligible for entry in 
these categories: Marketing and 
Sales; Labor and Management; 
Accident Prevention; Foreign Fea- 
tures, and General Interest. Entry 
fee is $5.00 per title and films will 
be considered for awards only if 
accompanied by a 50-word state- 
ment of purpose. 

Winners will be announced at 
the Awards Banquet, Friday, June 
26 at University College. id 


* * * 


Motion Picture Credit Group 
Names Kern Moyse Chairman 
ve Kern Moyse, head of Peerless 
Film Processing Corp., New York, 
has been elected chairman of the 
Motion Picture Industry Credit 
Group. The organization is affili- 
ated with the National Association 
of Credit Management. 

Other key officers for the new 


_ year, beginning May 1, are vice- 


chairman Walter Lynch, Mecca 
Film Laboratories, Inc., and com- 
mittee members Jack Fellers, Du- 
Art Film Labs, Inc.; Everett Mil- 
ler, RCA Film Recording Studios; 
and Murray Kahn, Color Service 
Co., Inc. 
* 

Space Administration Places 
Film on “Operation Mercury” 
ve The National Aeronautics and 
Space Administration has com- 
missioned Milner Productions, 
Baltimore, to produce an official 
documentary film on Operation 
Mercury, the story of the nation’s 
seven astronauts and man’s first 
orbital space flight. Gene Star- 
becker, New York, will write and 
direct the film. 

Mr. Starbecker was selected for 
the project because of his past ex- 
perience on similar government 
documentaries, such as the Inter- 
nal Revenue Service’s Beginning 
of Time, the Navy’s Navy Men, 
and the TV series, Men of An- 
napolis and Silent Service. 

Milner camera crews and Star- 
becker are now in St. Louis film- 
ing the first impression of the seven 
astronauts as they receive their 
first look at the McDonnell Air- 
craft capsule that may one day 
carry one of them into space. 
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TECHNICAL - TRAINING - FARM EDUCATIONAL MEDICAL ...and 


Public relations is an inside job—-sort of like neighborhood 
relations which, as a good housewife will tell you, begins 
with good housekeeping. You couldn’t make a neighborhood 
relations motion picture for some families. You shouldn’t 
f make a public relations motion picture for some companies. 
fe The old adage about not hiding your light under a bushel 
i is another way of saying: Don’t remove the bushel unless 


rs you have the light. 


Public Relations 


Among our clients: 


Atomic Energy Commission National Board of Fire 


American Bosch Arma Corp. ae 


National Cancer Institute 
American Machine 


& Foundry Co. 


American Telephone 


& Telegraph Co. 


National Cotton Council 
Port of New York Authority 
Schering Corp. 


Babcock & Wilcox Co. E. R. Squibb & Sons Div. 
E. I. duPont de Nemours The Texas Company 

& Co., Ine. Union Carbide Corp. 
Ethyl Corporation U.S. Navy 


The Gillette Company 
McGraw-Hill Book Co. 


Western Electric Co. 
Westinghouse Electric Corp. 


—and many, many others 


Audio Productions, Inc. 


FILM ‘CENTER. 630 NINTH AVENUE 


Frank K. Speidell, President 


Producer-Directors: 


Herman Roessle, Vice President 
Vice-President, Sales: T. H. Westermann 


L. S. Bennetts 
Alexander Gansell 


NEW. 6, 
TELEPHONE 


P. J. Mooney, Secretary & Treasurer 


H. E. Mandell 
Harold R. Lipman 


Earl Peirce 
Erwin Scharf 
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in A 13-Ib. 
package 


Unique, new DuKane ‘‘Flip-Top”’ projector makes every neophyte a 
professional salesman . . . Doubles the effectiveness of your experienced sales 
people! Delivers the message the way you want it, complete with sight 

and sound. Open the lid, plug it in, slide the record in the slot, and the 
Flip-Top starts selling instantly. Ideal for desk-side prospects or small 
groups. Complete with built-in screen. Startling clarity in color or 
black-and-white filmstrip. Top voice fidelity. 


FULLY AUTOMATIC 


THE MICROMATIC is the industry's 
standard for quality and performance. 
Film advances automatically —always 

on cue—triggered by standard 30-50 
impulse. DuKane ‘“Redi-Wind” eliminates 
film rewinding forever! Shadow-box screen 
built into carrying case, plus plenty of 
power for big-screen projection. 


AUDITORIUM SIZE POWER 


THE AUDITORIUM COMBINATION brings 
you fully automatic sound slidefilm projection. 
The high powered projector with 1200-watt 
capacity combined with the high powered 
auditorium sound unit produces large, brilliant 
pictures and fills any auditorium with sound. 
Entire combination packs into two compact, 
attractive carrying cases. 


There's a DuKane sound slidefilm projector especially made 
to bring your message to any audience, from one to thousands! 
DuKane’s top quality and rugged dependability give you 
sparkling pictures and bell-clear sound, now and for many years 
of hard use. Simple to operate, even by inexperienced personnel. 
For a demonstration in your own office, send in the coupon. 


DuKane Corporation, Dept. BS-69, St. Charles, Illinois 
I amfinterested in learning more about DuKane sound slidefilm 


projectors, particularly 0 the Fliptop 0 the Micromatic 
(0 the Auditorium Combination 


at your own desk, NAME___ 
write or wire 


For a demonstration 


COMPANY 
CITY __ ZONE 


CAMERA EYE: 


(CONTINUED FROM PAGE FOUR) 
However a number of theatre 
screen advertising playlets have 
been entered by members of the 
Theatre Screen Advertising Bu- 
reau, including the Alexander 
Film Company, MPA (New Or- 
leans) and others. 


List American TV Entrants 


American entrants in the TV 
categories include Audio Produc- 
tions, N.Y.; BBD&O, N.Y.; Gene 
Deitch Associates, N.Y.; Peter El- 
gar Productions, N.Y.; Filmways, 
N.Y.; Stan Freberg Productions, 
L.A.; Robert Lawrence Produc- 
tions, N.Y.; MPO Productions, 
N.Y.; Fred Niles Productions, Chi- 
cago; Pintoff Productions, N.Y.; 
Playhouse Pictures, L.A.; Screen 
Gems, L.A.; Terrytoons, N.Y.; 
Transfilm, N.Y.; and Young & 
Rubicam, N.Y. 

John Freese, Young & Rubicam 


film chief and the accredited U.S. 
juror at Cannes, will cover the 
festival for BUSINESS SCREEN. 
We're indebted to our current 
European correspondent-at-large, 
Wallace Ross (p.r. director of the 
Film Producers Association, New 
York) for the above late May on- 
the-spot report and for his excel- 
lent coverage of the Harrogate 
Film Festival (see page 28). 


* * * 


Linde, Trans-Canada Premiere 
New Films at Presstime: 


vr The Linde Company, a division 
of Union Carbide Corporation, is 
releasing The Gift of Kings, a new 
film that tells the story of star 
sapphires and star rubies. Trans- 
Canada Pipe Lines Ltd. has just 
premiered Natural Gas Goes East, 
a picture on the building of its new 
2,290 natural gas line from Al- 
berta to Montreal. Crawley Films 
Ltd. was the producer. ie 


Scholastic Awards to 13 Business Films 


ee by a nationwide panel 
of audio-visual education 
leaders as “outstanding motion pic- 
tures prepared for educational use” 
were 13 films sponsored by Ameri- 
can business firms. Seven of these 
were cited as “outstanding” and 
six others received “meritorious” 
certificate awards in the 10th An- 
nual Scholastic Teacher Film 
Awards Program. 

Award certificates were pre- 
sented to producers, sponsors and 
distributors of the winning entries 
by Kenneth M. Gould, editor-in- 
chief of Scholastic Magazines, Inc. 
at a presentation ceremony held 
May 7 at the Gotham Hotel, New 
York City. Guest speaker was 
Richard Griffith, curator of the 
Museum of Modern Art Film Li- 
brary, whose subject was “Educa- 
tional Motion Pictures as an Art 
Form.” 

Two Bell System science films, 
both produced by Frank Capra, 
were among the seven “outstand- 
ing” pictures cited. They were 
The Strange Case of the Cosmic 
Rays and The Unchained Goddess. 

The Twentieth Century Series, 
a group of films produced by CBS 
News and sponsored for both tele- 
vision and 16mm educational re- 
lease by The Prudential Insurance 
Company of America also received 
an “outstanding” citation. The se- 
ries is distributed by Association 
Films. 

The Mayflower Story, sponsored 
by the Aero Mayflower Transit Co. 


and produced by Paul Alley Pro- 
ductions was in the top seven 
group. It is distributed by Modern 
Talking Picture Service, Inc. 


Award to Pfizer Film 


Also in the top awards was The 
Life of the Molds, sponsored by 
Chas. Pfizer & Co., Inc., produced 
by Affiliated Films, and distributed 
by McGraw-Hill Text Films. 

The St. Lawrence Power Proj- 
ect, sponsored by the Power 
Authority of the State of New 
York and produced by John 
Bransby Productions, was another 
“outstanding” selection. It is also 
distributed by Association Films. 

Final winner in the “outstand- 
ing” category was Tahiti, Island 
Under the Wind produced by 
Henry Strauss & Company for Pan 
American Airways. 


Merit Citations Listed 


These films received citations as 
“meritorious” entries in the 10th 
Awards contest: 

American Engineer, sponsored 
by Chevrolet and produced and 
distributed by The Jam Handy Or- 
ganization. 

The Art of Gift Wrapping, spon- 
sored by Hallmark Cards; pro- 
duced by Calvin Productions and 
distributed by Association Films. 

Cotton—Nature’s Wonder Fi- 
ber, sponsored by the Cotton 
Council International; produced by 
Audio Productions and distributed 
by the National Cotton Counc. 
(CONTINUED ON PAGE 14) 
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Critical moment in test of liquid propellant rocket engine is recorded by these fast moving instruments being filmed 
by Rocketdyne Film Unit. Rocketdyne is the largest manufacturer of liquid propellant rocket engines in the Free World. 


ROCKETDYNE FILMS ROCKET ENGINE TESTS 


WITH MITCHELL CAMERAS 


Advanced Research Films Plus Top Industrial Features Filmed by 21-Man Unit 


The Motion Picture Unit at Rocketdyne, a division of North American 
Aviation, Inc., employs both 16mm and 35mm Mitchell cameras to accu- 
rately record testing of power plants for the Air Force Thor IRBM and 
Atlas ICBM missiles, and the Army’s Redstone medium range and 
Jupiter IRBM weapons. 


Camera dependability is of critical concern where months of preparation 
go into each test, and retakes are impossible. Mitchell cameras assure 
uniform excellence of highest film quality and trouble-free operation 
that no other camera can match. 


Other Rocketdyne films, like the full-length prize winning documentary 
“Road to the Stars,” demand extreme camera flexibility. Special Report 
films, for example, involve interior shots of plant and production lines 
which normally would require prohibitively expensive lighting. Mitchell 
cameras, with their 235 degree shutters, do this job easily with a mini- 
mum of lighting equipment. 


To obtain information on the world’s finest motion picture cameras 
write today on your letterhead. Please specify your interest in literature 
on the Mitchell 16mm camera—or the 35mm camera. 


Scene from ‘‘Road to the Stars,” which won Camera requires great flexibility from long 
the top award in the Industrial Film Produc- range to close-ups like this which shows the 
ers Association competition, shows camera Mitchell shooting a precise view of panel 
unit in plant with Mitchell on track-mounted operations in the recording center during a 
dolly. Producer-Director was Bill Adams. test. 


Precision Test Firing of Rocket Engine at Rocketdyne’s Pro- 
pulsion Field Laboratory is recorded by Mitchell Camera in 
remote 1600 acre test area in Santa Susana Mountains, 
California. 


CORPORATION 


666 WEST HARVARD STREET 
GLENDALE 4.CALIFORNIA 


Cable Address: ‘‘MITCAMCO"’ 


85% of Professional Motion Pictures shown throughout the World are Filmed with Mitchell Cameras 
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FOR PRODUCERS 

OF VISUAL SELLING 
IN MOTION PICTURES 
SLIDE FILMS 

TV COMMERCIALS 


inc 


offers a compliete production service 


animation 
slide tilms 
titles 
telops 

flip cards 


lettering 
layout 

maps 
backgrounds 
retouching 


color correction of 
packaged products 


a wide 
assortment 
of type for 

hot press tities 


type catalogue 
on request 


42) WEST 541TH STREET, NEW YORK 19,N.Y. 
PLaza 7-1525 


The Film Buyers Read 
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res. 
Scholastic Awards, 
(CONTINUED FROM PAGE 12) 


Mackinac Bridge Diary, spon- 
sored and distributed by the U.S. 
Steel Corporation. Produced: by 
The Jam Handy Organization. 

Energetically Yours, sponsored 
and distributed by the Standard 
Oil Company (N.J.). Produced by 
Transfilm, Inc. 

Freedom Highway, sponsored by 
Greyhound Corp., and distributed 
by Association Films. Produced 
by Jerry Fairbanks Productions. 

In addition to the two “meritori- 
ous” citations, The Jam Handy 
Organization had two educational 
filmstrip series cited for “outstand- 
ing” awards. These were /nsects 
Around Us and Heroes of Greek 
Mythology. 


* 
Technicolor Opens $2 Million 
“Show Plant” in Los Angeles 


A new $2 million “show plant” 
for film processing and printing 
service was opened by Technicolor 
in Los Angeles on May 18. Facili- 
ties comprise 56,000 square feet 
of space, bringing to 190,000 sq. 
feet, the total space devoted by 
Technicolor to its operations. 


‘ Wilding Picture Productions 


Changes Name to Wilding, Inc. 


vy The 45-year-old business, tele- 
vision and national communica- 
tions producing company long 
known as Wilding Picture Produc- 
tion, Inc. has shortened its cor- 
porate name to “Wilding, Inc.” 

New abbreviated title retains 
only the name of the late Norman 
E. Wilding who founded the com- 
pany as a small commercial pho- 
tography studio in Grand Rapids, 
Michigan in 1914. ° 

“Our old corporate name was 
simply too restrictive—it was a 
definitive title which no longer em- 
braced all our services,” said H. 


Williams Hanmer, president. 


The key phrase “Communica- 
tions for Business” is more widely 
descriptive of present company 
services which embrace sales pro- 
motion, market research and sales 
manpower development in addi- 
tion to the production of motion 
pictures, sound slidefilms and other 
audio-visual presentation media in- 
cluding industrial stage shows, tel- 
evision commercials and printed 
materials. 

The change, voted by the board 
of directors, ‘also affects Wilding 
branch offices in New York, Pitts- 


burgh, De*roit, Cleveland, Cincin- 
nati, Minneapolis-St. Paul and 
Hollywood. 


John Freese Represents U. S. 
At Cannes Ad Film Festival 

* The appointment of John Freese, 
manager of radio/television pro- 
duction at Young & Rubicam, New 
York, as American jury member 
and U. S. delegate at the Sixth 
International Advertising Film Fes- 
tival has been announced by the 
Theatre Screen Advertising Bu- 
reau. 

Festival will be held in Cannes, 
France, from June 9-13 under the 
joint sponsorship of the Interna- 
tional Screen Advertising Services. 
TsAB is the American member of 
this group. i 
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DANIEL L. FAPP / Desire Under the Elms 
CHARLES LANG, JR. / Separate Tables 
LIONEL LINDON / | Want To Live! 
JOE MAC DONALD / Young Lions 


‘ie ; SAM LEAVITT L he Defiant Unes 


All five nominees for the black and white 
Cinematography Award (the winner included) 
were processed at General Film Laboratories! 
General—where prize-winning work produces 
award-winning results, and where every job 
receives the benefit of our years of experi- 
ence, proficiency and proud attainment. 


Your film deserves the best! 


¢ G E N E RA L FILM LABORATORIES CORP. 


1546 ARGYLE AVE. « HOLLYWOOD 28, CALIFORNIA + HO 2-6171 
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WHAT 
A PICTURE!! 


Pretty silly, isn't it? 
OR IS IT? 


How many of your salesmen 
carry around a similar picture 
of your product or service in 
their minds? A mental attitude 
developed by customer resis- 
tance, and objections. 


It happens . . . and you can tell 
it's occurring when you get sug- 
gestions from your salesmen 
that they could sell more IF... 
Help your salesmen regain their 
perspective. 


Show them: 


“THE ATTITUDE 
THAT GETS BUSINESS” 
part of the outstandingly suc- 


cessful sound slide program... 
AGGRESSIVE SELLING 


Write for Details on 
Obtaining a Preview 


Better Selling Bureau 
6108-B Santa Monica Boulevard 
Los Angeles 38, California 


A Division of Rocket Pictures, Inc. 
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REPORT ON THE 85TH SMPTE MEETING AT MIAMI BEACH 


Importance of Worldwide Communication 
Is Engineers’ Theme Under Florida Sun 


HE 85th semi-annual conven- 

tion of the Society of Motion 
Picture and Television Engineers, 
meeting May 3-8 at the Hotel 
Fontainebleau, Miami Beach, 
heard talks on multilingual films, 
video tape, and other technical 
problems. 

In his welcoming speech at the 
luncheon May 4, 
Mitchell Wolfson, President of 
Wometco Theatres, Inc., Miami, 
stressed the value of improved 
communication techniques in im- 
proving international understand- 
ing. Loris M. Gardner, of Edger- 
ton, Germeshausen & Grier Inc., 
Las Vegas, Nev., described the 
scientific films prepared for the 
1958 Geneva, Switzerland Atoms 
for Peace Conference employing 
multilingual sound during the May 
7 session on multilingual films. 
Specimens of the films were shown 
with the Multivox equipment. 


Address by General Medaris 

Feature of the Monday evening 
session was an address by Maj. 
General John B. Medaris, Com- 
manding General of the USS. 
Army Ordnance Missile Com- 
mand, Huntsville, Alabama. Films 
produced by Columbia Pictures, 
American Film Productions, Walt 
Disney, 20th Century-Fox, Reid 
H. Ray Prods., Warner Bros., the 
U.S. Naval Photo Center, Univer- 
sity of Miami Marine Laboratory, 
United World Films, Alfonso 
Sanchez Tello and Roberto Figu- 
eroa Mateos, American Cinema 
Editors, Inc., and Terrytoons 
were screened before the various 
morning and afternoon sessions. 
A post-convention tour of the Air 
Force Missile Test Center, Patrick 
Air Force was arranged for 
SMPTE members by Maj. General 
Donald N. Yates, commander of 
the Center, including a tour of the 
technical laboratory facilities for 
processing documentary and engi- 
neering sequential films. 

Resumes of some of the speeches 
and papers given at the convention 
follow. 


Films and Television in 
International Communication 


by Mitchell Wolfson* 
’ The world, declared Wolfson, 


has reached a stage where only 
radio and television signals are 


*President, Wometco Theatres, Inc., Miami, 


Fla. 


capable of faster inter-continental 
travel than the world’s weapons of 
destruction. We and our allies, 
and our enemies, have increased 
our capability of destroying each 
other much faster than we have 
developed our capability to com- 
municate with one another. 

“It is fantastic to contemplate,” 
he said, “the catastrophe that 
could result in the trigger-happy 
world of today from just one sim- 
ple blunder. Can you imagine, 
then, the enormous value of hav- 
ing instruments by which the head 
of one state would be in imme- 
diate tele-communication with the 
head of another? To paraphrase 
an old proverb, here one picture 
might be worth 1,000 ICBM’s— 
and 100,000,000 lives.” 

Wolfson stressed the desirability 
of quick action on the development 
of automatic language translators. 

“The word ‘ultimate’,” he said, 
“is one that has to be used with 
caution, but it would certainly 
come close in describing an effi- 
cient, dependable electronic lan- 
guage translator. The only place 
you could go from there would be 
a machine that gave a warm hand- 
clasp of friendship, and I’m afraid 
there would be something just too 
much to hope about that.” 

Of the film gross of $590,000,- 
000 recently established by the 
eight major U.S. producers, Wolf- 
son noted, $310,000,000, or over 
50 per cent of U.S. major studios’ 
income came from the foreign 
market. 

“This,” he said, “is a little rec- 
ognized but extremely important 
tribute to American democracy 
that is performed every day in the 
foreign countries reached by our 
films.” 

In making possible expanded 
communications services that 
would reach greater numbers of 


the world’s peoples, he concluded, 
electronic technicians not only 
stimulated international commerce 
but helped bring about an under- 
standing of U.S. principles that 
would help prevent combat. ag 


Simultaneous Exhibit Theatre 
Reproduction in 4 Languages 


by Loris M. Gardner* 


vw Forty-four films on peaceful 
uses of atomic energy were pre- 
pared and exhibited at Geneva 
between September 1 and 15, 
Gardner reported, using a novel 
four-language sound track. 

The productions were of two 
types — 20- to 55-minute “pro- 
gram” type films for exhibition 
before the United Nations and 
shorter 10- to 20-minute films por- 
traying details and processes of 
scientific interest. 

These were shown as part of the 
U.S. exhibit in four unique thea- 
ters, using rear projection screens 
and selective four-language sound. 

More than 15,000 people viewed 
the shorter films, which averaged 
12 minutes in length. The exhibit 
and the comprehensive collection 
of films helped bring about estab- 
lishment of film libraries of scien- 
tific films in Europe, and plans for 
others in Asia and South Amer- 


ica. 


*Senior Scientific Executive, Edgerton, Ger- 
meshausen & Grier, Inc., Las Vegas, Nev. 
Leader, Technical Films Branch Office, Sec- 
ond Atoms for Peace Conference, Geneva, 
Switzerland, 1958. 


Multi-Lingual A-V System 
ve “A Multi-Lingual Audio-Visual 
System.” An audio-visual system 
has been designed with a 16mm. 
rear-projection system, electrically 
interlocked with a 16mm. mag- 
netic film reproducer which car- 
ries a four-language soundtrack. 
A selector switch and headphones 
at each seat in the auditorium per- 
mit each auditor to select the de- 
sired language.—Howard M. Tre- 
maine and Glenn R. Osborn, 
Lookout Mt. Air Force Station, 
Hollywood, Calif.; and James W. 
Green, Magnasync Mfg. Co., Ltd., 
Hollywood. (Cont'd on Page 18) 


PROFESSIONAL 


TITLE Typographers 


Hot-press Craftsmen 


SINCE 1938 


Write for FREE type chart 
KNIGHT TITLE SERVICE 
wd 115 W. 23rd St. | New York, N.Y. 
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Use FilMagic All Ways! 
—FilMagic Cloths Hand-Clean Films, Records. 
—FilMagic Tapes for Film Cleaning Machines. 
—FilMagic Pylon Kits for Tape Recorders. 
—FilMagic Pylon Kits for 16mm SOF PRO- 

JECTORS. 


—Get Best Results With FilMagic Silicones! 


MANUFACTURED & GUARANTEED BY 


THE DISTRIBUTOR'S GROUP, INC. 
204 FOURTEENTH STREET, N.W. 
ATLANTA 13, GEORGIA 
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DARTNELL PRESENTS 


BORDEN 
and 
BUSSE 


In Four Outstanding Motion 
Pictures to Help Salesmen 
Get Back to Fundamentals 


OPENING THE SALE 


“Ht there is ony weokness worse 
then the inability to close a sale, 
it's the inability to begin.” Here 
' ore five tesied techniques any 
salesman can use to ease his 
way to the order. 


PRESENTING YOUR SALES 
CASE, CONVINCINGLY 


The salesman's ability to sell 
with conviction largely deter- 
mines his ratio of orders to calls. 
This film demonstrotes the skills 
which sales champions use to 
convince skeptics. 


OVERCOMING OBJECTIONS 


A prize-winning film which shows 
salesmen how to change objec- 
tion stumbling blocks into sales 
steppingstones. Six basic tech- 
niques are demonstrated. 


CLOSING THE SALE 


Too often, when the time comes 
to close a sale—something goes 
wrong. This film demonstrotes 
five fundamentals of closing to 


help any salesman reduce his 
percentage of “almost closed” 
sales. 


These films have worked for 
thousands of companies in all 
lines of business. Any one of 
them can be the highlight of 
your next sales meeting or dealer 
meeting. 


For details on preview arrange- 
ments, rentol fees, purchase 
price, ask for the Directory of- 
fered below. There's no charge 
and no one will call. 


a 16-Page Illustrated 


DIRECTORY 
OF 

SALES 
TRAINING 
FILMS 


WRITE FOR IT TODAY! 
THE DARTNELL Corp. 


1801 LELAND AVENUE 
CHICAGO 40, ILLINOIS 


“HEADQUARTERS FOR SALES TRAINING FILMS” 
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Highlights of the 85th SMPTE Meetings: 


Audio-Visual Communications 
in Missile Training 
by Col. H. S. Newhall* 


Col. Newhall pointed out that 
the U.S. Army Ordnance Guided 
Missile School has pioneered a 
series of experiments that may cut 
more than 25 per cent from missile 
training time through the use of 
film projection, closed circuit tele- 
vision, and other aids. 

Among the training devices 
demonstrated by Col. Newhall dur- 
ing his talk were excerpts from 
closed circuit television courses 
transmitted live from the Redstone 
Arsenal to such centers as Fort 
Knox, Kentucky and the Pentagon; 
video tape used in classes con- 
ducted around the clock at the 
school; new slides that can be 
made within five minutes, “black 
light,” video typers, tele-prompter 
reading units, and rear-screen pro- 
jectors; and various “telemation” 
techniques such as lowering of 
lights, opening of curtains over 
movie screens, and starting and 
stopping of films, slides, and tape 
recordings by electronic devices. 

Benefits included, in addition to 
a 26.6 per cent saving in training 
time, a 2 per cent increase in re- 
tention of subject matter by stu- 
dents, and a 7 per cent improve- 
ment in test grades, complete 
coverage of subject matter, and 
increased flexibility of class sched- 
uling on a 24-hour-per-day basis. 

“These results lead us to be- 
lieve,” he said, “that we have de- 
veloped a technique that fully 
exploits the latest advances in the 
art of audio-visual communication 
and can be applied to other types 
of training problems with equally 
effective results.” 


*Commandant, U.S. Army Ordnance Advance 
Guided Missile School, Redstone Arsenal, Ala. 


Missile Range Cine Lab 
“Atlantic Missile Range Cine 
Processing Laboratory.” Commer- 
cial quality cine processing at the 
world’s largest missile testing cen- 
ter was described. Films processed 
include Anscochrome 16 mm., 35 
mm. and 70 mm.; Eastman Color 
Negative; and commonly used 
black-and-white films. — Wallace 
F.. Bischof, Patrick Air Force Base, 

Fla. 

Observation of Explosive 

Phenomena by Submicrosecond 
Color Photography 


by Morton Sultanoff* 
Sultanoff described a technique 
that he developed for obtaining 
full-color motion pictures at rates 


exceeding one million per second. 

The technique utilizes reflected 
light from auxiliary explosive flash 
lamps whose intensity is so great 
that a time of only one-tenth of 
one millionth of a second is re- 
quired to get adequate exposure 
with Super Anscochrome Film. It 
is used to study military explosives. 

A high-speed camera, with an 
air-driven motor that rotates at 
3,000 revolutions per second, is 
used with the flash lamps. Studies 
of explosive events moving at 
speeds exceeding 20,000 miles per 
hour have been made. Le 


*Ballistic Research Labs., Aberdeen Proving 
Ground, Maryland. 


The Mixed Blessings of 
the Video-Tape Recorder 


by Sidney V. Stadig* 


The video-tape recorder ac- 
quired by Station KYW-TV in 
April, 1958, said Stadig, brought 
with it a whole set of problems 
and opportunities, not only in pro- 
duction and engineering, but also 
in the sales department. 

Disadvantages include mainte- 
nance, length of rehearsal and tape 
time, cost accounting, pricing. 
bookkeeping necessary to keep 
track of commercial takes, and the 
problem of small reels. 

Advantages include greater pro- 
ductivity and efficient use of studio 
crews, two-camera commercials 
and programs during time periods 
that would not otherwise be avail- 
able because of lack of space, 
equipment, or personnel, and bet- 
ter client-agency relations. 
°Chief Engineer, Westinghouse Broadcasting 
Co., in charge of television facilities and 
operating personnel in Philadelphia and 
Cleveland. 


Horizons for Television Tape 
by Ross H. Snyder* 


Prospects for tape syndication 
as a supplement to and perhaps 
as an eventual replacement for 
photographic film in production 
and television releases were dis- 
cussed by Snyder. Present technicai 
capabilities and limitations were 
summarized and future possibilities 
suggested, along with non-televi- 
sion applications within the capa- 
bilities of the television tape 
recorder. 


*Professional Products Division, Ampex Cor- 
poration, Redwood City, Calif. 


Studio & Lab Papers 
vy Sessions on sound recording tech- 
niques and lab practices brought a 
number of useful papers on these 
(CONTINUED ON PAGE 58) 


Animation & 
Special Effects 
Camera Stand 


AVAILABLE WITH 


ELECTRONIC ZOOM 


TEL-Animastand | 


Installations thru- | 
out the world! Em- 
bodies features of 
photo enlarger, 
movie camera, 
micrometer and 
railroad round- 
house. Optical ef- 
fects such as pans, 
angles, zooms, 
quick closeups 
and every varia- 
tion for trick 
photography is 
easily produced 
with the S.O.S. 
TEL-Animastand. 


TEL-Animastand with 
TEL-Anima sliding 
cell board rotated at 45° 


A camera fitted to a moveable, counter- 
balanced vertical carriage photographs the 
art work. Takes even the heaviest 16mm or 
35mm camera (Acme with stop motion 
motor illustrated). 


All basic movements associated with high 
priced animation stands are incorporated. 
Unquestionable accuracy is assured through 
precise registration of art work. Includes 
four Veeder Root counters which calibrate 
18” north/south movement, 24” east/ west 
travel, and zoom movements to the Art Table 
or Cel Board. Ball bearings for smooth zoom 
action. 360° rotational table with precise 
locking action. Roller chain drive with ultim- 
ate strength of 2,000 Ibs.; 60” zoom travel. 


Outperforms any animation stand at any- 
where near the price! Easy to install and 
operate. Passes through 30” doorway. 
Weight 850 Ibs., height 9 feet. Write for 
illustrated brochure. 


Basic UNIT ONLY $2995 


NEW 
ELECTRONIC 
ZOOM 
CONTROL 


FEATURES: 


* Adjustable Dyn- 
amic Braking. 


* Constant Motor 
Torque at any 
Speed. 

* Instant Response 
at any Position. 

* Infinite Variable 
Speeds. 


Only $750 


® Reg. Trademark 


-$.0.S. CINEMA SUPPLY CORP. 


Dept. H, 602 W. 52 ST., N.Y. 19,—PLaza 7-0440 
Western Branch: 6331 Holly’d Bivd., Holly’d, Cal. 
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How Condor Films 
gets “studio quality”’ 
on tough location assignments 


Ansco 
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. We here at Condor use the Ansco 
family of films in all our color productions. 
Naturally the workhorse is the unmatched 
Ansco 242. For faithful color reproduction of 
delicate pastel colors in a film for a paint 
manufacturer, accurate flesh and blood tones 
for medical work, the dramatic color for stu- 
dio sequences . . . all this we sort of take for 
granted with Ansco 242. When lighting con- 
ditions get rough and impossible, Type 232 
and Super Anscochrome colors blend with the 
rest of the footage. When time is short we 
appreciate the fast processing service we re- 
ceive even though we are 300 miles from the 
Lab.”’ (signed) Very truly yours, Dean 
Moore, Production Manager. 


Ansco, Binghamton, N. Y., A Division of 
General Aniline & Film Corporation. 
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TAKE A PEEK...AT PEOPLE 
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10 WEST 65TH STREET 


Out of the South, a Prize Business Film as 


“Dial the Miles” Spans the Bell System 


MENTS in the basic business of 
supplying telephone service to nine 
Southern states become almost au- 
tomatically subjects considered for 
motion pictures. Dial the Miles is 
such a film. The Southern Bell 
Telephone Company had this pic- 
ture produced to bring the general 
public the story of a new service— 
direct distance dialing from cus- 
tomers’ telephones. 

The ingredients were complex: 
before direct distance dialing can 
go into service, a telephone ex- 
change has first to use the two-five 
numbering system. Two letters 
and five digits are needed to tie 
into the nationwide dialing setup. 

Then special automatic account- 
ing machinery is needed to make 
out the bills and to charge them to 
the calling number. 


Special Production Problems 


The producer selected for Dial 
the Miles, Frank Willard Produc- 
tions of Atlanta, was also faced 
with a number of exceptions to the 
requirements. For instance, cer- 
tain present telephone exchanges 
cannot be made completely auto- 
matic; the design of their dial 
mechanisms makes it necessary for 
an operator to briefly come on the 
line to record the customer’s num- 
ber in the billing machines. 

Meeting both requirements and 
exceptions, Willard fashioned a 
script for a single film that would 
cover every possibility. The re- 
sult: Dial the Miles, a 15-minute 
color motion picture that was ac- 
corded top honors in the sales pro- 
motion for business category at the 
recent American Film Festival in 
New York City. 


Changes for Second Version 


To make a single film do the 
work of two, the script was written 
so that by a simple cutting job, 
three sections of the film which 
dealt with giving the customer’s 


Below: this cat's cradle helps ex- 
plain national dialing areas. 


number to the operator can be 
cleanly removed for showing in 
towns using completely automatic 
equipment. Those exchanges which 
use an operator have a version 
which “cuts” only one section 
dealing with long distance wrong 
numbers. 

Atlanta TV star Don Elliot 
Heald portrays a telephone engi- 
neer who explains (in a light man- 
ner) the workings of the new direct 
dialing process. In order to avoid 
a dry, technical lecture approach, 
Heald is first seen with his fingers 
entwined in a cat’s cradle, a de- 
vice bringing to mind the web of 
wires connecting the nation’s tele- 
phones. 


Make Technical Facts Clear 


To make a technical subject 
clearly understandable to its lay 
audience, Willard made good use 
of cutaway sequences on the studio 
set to show both equipment and 
wiring setups. A dimensional grid 
map and wall poster help explain 
the large dialing areas into which 
the nation is divided. Inside such 
dialing areas no two phones have 
the same exchange and number. 

Useful films from various sec- 
tions of the Bell System often are 
selected for nationwide adoption. 
That’s what happened to Dial the 
Miles, which was _ subsequently 
adopted by AT&T for nationwide 
use. Both the producer and South- 
ern Bell had anticipated this possi- 
bility so both dialog and narration 
are suitable for both types of audi- 
ences. 


Effective for National Use 


The only changes required to 
make a national version were the 
replacement of two words in the 
dialog track and two in the narra- 
tion track, changing “south” to 
“nation” and substituting the words 
“of our towns” for “southern 
towns.” The dialog changes are 
undetectable on the screen. 

Early reports indicate that the 
verdict of the Festival jury is being 
upheld by audiences in the field, 
bringing credit and personal satis- 
faction to writer-producer Frank 
Willard who solved some weighty 
technical and audience problems to 
help telephone customers Dial the 
Miles and to help make potential 
users want to try. It’ 


Films in Bell System: 


wv A feature article on how the 
Bell System originates films ap- 
pears on page 34 this issue. & 


PARTHENON PICTURES 
HOLLYWOOD 


CURRENT AWARDS 
1959 Freedoms Foundation medal 
for our Mobil Oil film, FIRE AND 
THE WHEEL. 


* * * 


Two 1959 Chris Awards — FIRE 
AND THE WHEEL and Int'l. 
Harvester’s COLLECTOR’S 
ITEM. 
* * * 

1959 American Film Festival 
Blue Ribbon for FIRE AND THE 
WHEEL. 


* * * 


New Midwest Office 


A new Midwest office for pro- 
duction and client service, headed 
by Woodbury Conkling and Roger 
Clark, has been opened at 185 No. 
Wabash in Chicago by Parthenon 
Pictures-Hollywood. Telephone 
number is RAndolph 6-2919. 

Stage shooting and “finishing” 
work will continue to be done in 
the Hollywood studio, but the new 
Chicago facility will have editing 
equipment and stock a full com- 
plement of professional camera, 
synch sound, lighting, camera car 
and other gear for location shoot- 
ing in the Midwest and East. Clark 
and Conkling will report directly 
to exec producer Charles Palmer 
in Hollywood. 


REPRINTS AVAILABLE 
—on letterhead request 


“MEMO TO A SPONSOR” 
(contemplating his first film) 


“NOTES ON SIMPLICITY” 


“THAT’S COMMUNICATION” 
(IAVAnthem—sheet music) 


“STORY-BORED” 


* * * 


AT BOOKSTORES 


Book: “TV AND SCREEN WRITING” 
(chapter, “Business Film and the 
Writer”) 


U. of Calif. Press, 1959 $3.95 


* * * 


Book: “CASE HISTORY OF A MOVIE” 
(Dore Schary, MGM, and 
Charles Palmer ) 


Random House $3.00 


PARTHENON PICTURES 


| 2625 Temple St. * Hollywood 26 
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When you can't budge from the Budget...see CECO! 


When you make commercial films, . 
the budget is sacred. It isn’t like the old days 
in Hollywood when a big name director 


iaaadiecnctiamaaiie could go a couple of million over his budget— 


Continuous Film Printer and get away with it. Today if you exceed 

your budget, it very likely will come out of 

picture by contact. your own pocket. So do what other smart 

Suction-cooled producers, directors, cameramen and sound | 
lamphouse; removable engineers do. Consult CEco. Our experts J 
filter holders; 300 watt have the know-how about equipment 


projection type lamp. 
Other B & H Models 
and accessories available. 
$4,600.00 


and money-saving techniques. We carry 

the world’s largest assortment of professional 
cameras, lenses, tripods, recording, editing, 
lighting, laboratory and processing equipment, 
etc. There is never any charge at CECO 

for consultation. Come by for help with 
any problem, large or small. 


Other Printers 
from $167.50 


CECO Stop Motion Motor for Cine Special 


110 volt AC operation; 4% second exposure. 
Has forward, reverse, on-off switches; frame . 
counter; power cable. Attaches easily to cam- 
era without special tools. $450.00 


Moviola Film 
Editing Machine 
“Series; 20" 


Designed so that short 
pieces can be used 
without putting film 
on reels. Rear 
projection screen. 
Reversed by 
hand-operation 
switches. Other 
models and Rewinders, 


Weinberg-Watson Modified Version 
Bowlds Animation Disc Synchronizers, and ot tte 
and Peg Bar Sound Readers 
available. Gives flicker-free projection at speeds from 6 
Animation Disc features Model UD20S to 20 frames per second. Single frame opera- 
oversize contoured glass; (Illustrated) $1,925.00 tion forward and reverse without damaging 


Other Film Editing transition from 
~ ision slidi sin rame. j 
Viewers from $49.50 — 
frosted glass. Peg Bar has — 
precision pegs so that 
cels slip on and off easily. 
Has countersunk holes and 
flush screws for easy 
attaching. 
Animation Disc $47.50 
Peg Bar 6.50 


convenient rotation; positive 


ADDITIONAL PRODUCTS Camera Equipment Company offers the world's 
largest and most comprehensive line of professional cameras, accessories, lighting and 
editing equipment. The quality product isn't made that we don't carry. See our splicers, 
— exposure meters — projectors — screens — marking pencils and pens — editors 
gloves — editing machines, racks, barrels, and tables — stop watches. 


FRANK C. ZUCKER 


AMMERA EQUIPMENT ©..INC. 


Dept. S 315 West 43rd St., New York 36, N.Y. JUdson 6-1420 
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Model TS-1 
basic Stand 
with camera 
carriage and 
artwork table $895 


The first low-priced 
TRIPLE-DUTY 


animation, titlestand 
and product stage for 
all filmakers 


THE 


TRIPLEX 


Florman & Habb proudly introduces the 
all new TRIPLEX. a top quality precision 
designed animation stand It's meaner 


ture and workmanship assures you of the 
highest quality results. The Pan TRIP 

LEX costs less and does more than any 
— animation stand now available It 
will accommodate Arriflex 16 or 35 mm 
Evemo, Maurer, Mitchell, Cine Special, 


Bolex and all 4x5 Still Cameras 


ro. 
product stages 


4 an be te 


ADDITIONAL F E ATU RES 

© Artwork table can be pivoted out of the way so 
huge artwork can be taped to wall or floor for 
copying 

© Smooth stop motion zooms from three positions 

Camera carriage compound movement. 11" 
North South. 17” East-West 

Camera zoom range to table—1! te 12 field te 
toor 1.24 field — 

« Lach movement driven by lead screw and hand 
wheel 

elach movement registered by counters in 
1 100th. of an inch. 

@ Diagonal or off center rooms on both animation 


product stage 
@ Animation table with 2 bars moving 16 
registered with scale in | of an inch 


@ Animation table rotates for spins and diagonal 
pans — registered in degrees 

© 9 « 12 hole through table top for rear lighting 
and rear projection 

Platen is hinged—platen glass is Gimbal 
mounted 


© Entire construction of stee! and cast aluminum — 

leveling feet 
CIPICATIONS 

LENGTH HORIZONTAL 

WIDTH 

snrwe 

which mo APPROX 


STAND WITH COMPOUND CAMERA 
CARRIAGE, ROTARY PEG TRACK ANIMATION 


6 INCHES 
INCHES 


TABLE, AND COUNTERS $1495.00 
1S HINGED PLATEN 480 00 
1S-4 UNDERNEATH LIGHT BOX $95 00 
TSS TOP LIGHTS ON UNIVERSAL 

BRACKETS 495 00 


Write for complete descriptive brochure and 

price lista, 

Complete atock of motion picture equipment, 
sup plies, and F &B products. 


FLORMAN & BA 
a West 45th Street * New York 3 


B 
Y. MU 2.2928 


This amazing sprocketed splicing 
tape repairs torn and damaged 
films, replaces torn perforations 
and allows butt-splice without 
losing a single frame. Comes in 
transparent for film, opaque for 
magnetic film. Splice will never 
come apart; perforations stay 
permanently repaired with 
Magic “Mylar.” Use Magic 
“Mylar” for all your film repair, 
splicing jobs. 

Transparent—For Film 
16mm. Single Perf. $5.00 per roll 
16mm. Double Perf. 5.00 per roll 
35mm. . 9.00 per roll 


Opaque—for Magnetic Film 
16mm. $ 6.00 per roll 
35mm. . 11.00 per roll 


The New 
Portman 
Animation Stand 


Here is the all new Portman Ani- 
mation Stand with newly de- 
signed features. A rugged, pre- 
cision and versatile animation 
stand, the Portman offers more 
than 40 accessories for special 
animation and effects. Come in 
and see why it's the biggest and 
best buy in animation stands 


today. 

Basic stand 

with 50” Zoom $1 495 
Basic Compound with table-top, 
2 peg tracks, rotary movement, 


counter, hand $1 ,790 


crank and platen 


News Along the Film Production Lines 


“Carbon Arc Projection” 
Begins Exhibitor Showings 

vy The National Carbon Company, 
Division of Union Carbide Cor- 
poration, has begun a nationwide 
series of showings to motion pic- 
ture exhibitors of its 15-minute 
sound motion picture, Carbon Arc 
Projection. 

Theatre owners attending the 
three-day “Show-A-Rama” staged 
at Kansas City in March were the 
premiere audience for the 15-min- 
ute Technicolor production. 

Produced for National Carbon 
by John Sutherland Productions, 
the film is said to be the first pic- 
ture made to demonstrate the op- 
tics of motion picture projection 
and the unique role played by the 
carbon are in the broad science 
of light, sight and color. 

Equal sequences of live action 
and animation are used to explain 
the carbon arc and its operation, 
illustrating how the high intensity 
light source has both the brilliance 
and color balance required for mo- 
tion picture projection and produc- 
tion. 

Other sequences showed the the- 
atre owners the actual operation 
of scientific equipment used to 
measure the crater brilliance of 
the carbon are and provide a 
graphic explanation of how closely 
the light from a high intensity car- 
bon arc approximates that of nat- 
ural sunlight. 

J. W. (Bill) Cosby, arc carbon 
sales manager for the company, 
introduced the premiere showing. 
He also presented a series of color 
slides selected from NCC’s series 
of Projector Carbon Bulletins. 


* * 


Wilding, Inc. Stages Exhibit 

At Armed Forces Open House 
ve The role of the motion picture 
in Space Age military training was 
demonstrated by Wading, Inc. on 


Armed Forces Day, May 17, as 
this producer of hundreds of films 
for the defense establishment 
staged an exhibit of its special 
camera Cars, projectors, arc lamps 
and other exhibits at an Open 
House held at the Chicago-O’Hare 
International Airport. 

Feature of the Wilding exhibit 
was a 10-minute motion picture, 
viewed on a special push-button 
projector, which is used in training 
jet bomber pilots for instrument 
landings. Viewers follow every 
tantalizing second as the big air- 
craft is brought down through the 
clouds to a perfect landing in zero 
visibility. 

Although this film was made in 
the air under actual blind-flying 
conditions, Wilding’s Harold Witt 
in the com- 


VISUAL AIDS 


MOTION 
PICTURES 


SLIDE 
FILMS 


SEYMOUR 

ZWEIBEL 

PRODUCTIONS 
Inc. 


11 EAST 44th STREET 
NEW YORK 17, N.Y. 


| PLANNING AND PRESENTING THE SALES, TRAINING AND MERCHANDISING MESSAGE WITH 


IMPORTANT NOTICE 
TO USERS OF 
3%x4 SLIDE PROJECTORS 
| IF YOU USE A SLIDE KING, A GOLDE, 


A DELINEASCOPE OR A STRONG ARC SLIDE 
PROJECTOR, YOU CAN NOW ADAPT TO IT: 


| THE GENARCO ELECTRIC SLIDE CHANGER 
FOR 70 SLIDES 


ILLUSTRATED LITERATURE FROM 


GENARCO INC. 


97-08 SUTPHIN BLYD., JAMAICA, N.Y. 
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PROMOTION! 


Only thru the development of 
ability in your employees will they 
become more valuable to you. 
Much depends upon your super- 
visors. 


How well do they delegate author. 
ity? 

How well do they prepare em- 
ployees for promotion? 


The answers to these questions 
spell out how well your supervisors 
are developing people in your 
organization. 


Show your supervisors how to do 
this job with: 

“PROMOTIONS, 
TRANSFERS AND TRAINING 
FOR RESPONSIBILITY” 
part of an outstanding sound slide 
program SUPERVISOR TRAINING 
ON HUMAN RELATIONS, which 

includes: 
@ “THE SUPERVISOR'S JOB” 


@ “INTERPRETING 
COMPANY POLICIES” 


@ “SUPERVISOR AS A 
REPRESENTATIVE OF 
MANAGEMENT" 


@ “INDUCTION AND JOB 
INSTRUCTION” 


@ “HANDLING 
GRIEVANCES” 


“MAINTAINING 
DISCIPLINE” 


@ “PROMOTING 
COOPERATION” 


Write for Details on 
Obtaining a Preview 


Rocket Pictures 


INC. 
6108 SANTA MONICA BLVD. 
HOLLYWOOD 38, CALIFORNIA 
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pany’s Government Service Dept. ) 
describes it as routine as compared 
to some of the top-secret assign- 
ments involving intercontinental 
missiles, space rockets and atomic 
submarines. 

Because of the classified nature 
of such projects, these studios have 
maintained the same close security 
procedures followed during World 
War II. The O’Hare Open House 
which permitted a slight lifting of 
the security curtain included an air 
show, closed-circuit television 
transmission of an actual F-86 jet 
fighter-interceptor rocket mission 


and fire-fighting demonstrations. 


Southwest Film Industries 


Hosts Phoenix Film Symposium 
ve Uses of film in industry and 


_ other relevant topics were dis- 
cussed at an industry-wide sym- 


posium sponsored by Southwest 
Film Industries, Tempe, Arizona, 


_ on May 6 at the Phoenix Public 


Library auditorium. 

Other subjects covered were: 
techniques in high speed photog- 
raphy; making slide films; audio- 
visual devices for selling; training 
films; military audio-visual aids; 
TV commercials; and the produc- 
tion of motion pictures. Speakers 
represented the Eastman Kodak 


| Company, Modern Talking Pic- 


ture Service, the Triad Corp., the 


Harwald Co., Mountain States 


| Telephone and Telegraph Co., and 


nearby Fort Huachuca. 


* * 


General Motors Issues New 
1959-60 Catalog of Films 

ve A new 1959 catalog of General 
Motors film programs, available 
from its Film Libraries in Detroit, 
New York and San Francisco has 
been released. Exhibitors in all 
midwest, eastern (except New 
York City parcel post Zone 1) | 
and southern states should request | 
films from the Public Relations | 
Staf_—Film Library, General Mo- | 
tors Bldg., Detroit 2. Michigan. 
In New York City Parcel Post 
Zone 1 call or write PR Staff— | 
Film Library, GM, 1775 Broad- 
way, New York 19; all western | 
state requests should be addressed | 
to PR Staffi—Film Library, 405 | 
Montgomery Street, San Francisco | 
4, Calif. 


* 


A Note of Correction: 
yy In the 9th Annual Production 

Review issue of BUSINESS SCREEN, 
the listing of Gerald Productions, 
Inc. in the New York Metropolitan 
Area section contains a credit ref- 
(CONT'D ON FOLLOWING PAGE) 
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gets special attention 


Sound ¢ Editorial « Laboratory Services 


CAPITAL 


(Fastest gun in the East) 


CAPITAL FILM LABORATORIES, INC. © 1905 FAIRVIEW AVENUE, W.E. 


WASHINGTON 2, D.C. © PHONE LAWRENCE 6-4634 


(CONT'D FROM PRECEDING PAGE) 
erence for the film Banners Over 
Valley Forge. It should be noted 
that only editorial supervision and 
facilities for editing and recording 
were supplied on this single title 
inasmuch as the Scouts merit full 
original production credit. yy 
* 

Weiner Quits Telepix Post; 

To Resume Creative Writing 

* Martin Weiner, Vice President 
of Telepix Corporation, Holly- 
wood, has resigned to return to 
creative writing for radio-tv. & 


Society for Visual Education 
Names 2 New Board Members 


ve Society for Visual Education, 
Inc., Chicago filmstrip producer- 
distributor, announces appointment 
of Walter E. Johnson and Casimir 
V. Wejman as directors of the 
firm. Johnson is vice-president and 
Wejman is assistant treasurer and 
controller of the organization, a 
subsidiary of Graflex, Inc., Roches- 
ter, N. Y., and an affiliate of Gen- 
eral Precision Equipment Corpora- 
tion, New York City. a 


Kodak’s Fast New 35mm Color Negative 


NEW 35mm color negative 

motion picture film with twice 
the speed of negative color ma- 
terials in current use was intro- 
duced in May by the Eastman 
Kodak Company. 

The new Eastman Color Nega- 
tive film, Type 5250, is the result 
of three years’ intensive research 
at Kodak and has been trade-tested 
by more than 400 motion picture 
companies. Commercial produc- 
ers, industry and the armed forces 
are expected to be major users. 

Twice as sensitive to light as 
present Eastman negative material, 
Type 5250 color negative film is 
said to surpass present product in 
color rendition and requires no 
special processing or handling. Its 
economic importance is noted in 
that lower heat-illumination levels 
on the set mean added comfort to 
actors, enabling more scenes to be 
completed at one shooting under 
the cooler lights, with fewer inter- 
ruptions for makeup repair. 

In addition to extending the mo- 
tion picture camera’s color vision 
through its speed, the new film 
will help solve lighting problems 
encountered abroad in such under- 
powered areas as the Far East, 


Africa, etc. Shooting in the North- 
ern latitudes will benefit from the 
longer shooting day possible with 
the higher speed color film. 


Dramatic aspects of studio pro- 
duction will be enhanced by the 
sharper long-shot definition possi- 
ble with Type 5250. Smaller lens 
openings will help bring far-distant 
objects into sharper focus. A lone 
tree on the horizon, for example, 
will present more detail to the 
audience, just as approaching ob- 
jects will be seen with greater 
clarity sooner. 


Edward Peck Curtis, vice-presi- 
dent of Kodak, cited the film as 
“a new color material which will 
have economic significance to the 
motion picture studio, making pos- 
sible lower production costs and 
artistic innovation hitherto difficult 
to achieve with less advanced ma- 
terials.” 


Manufactured in 35mm, 65mm 
and 70mm widths, the new film 
comes in standard 100’, 400’, 
1000’ and 2000’ reels. It will be 
supplied on special order only un- 
til expanded production makes 
possible offering of Type 5250 as 
a regular order product. a 


This Eastman Kodak diagram follows color film from scene to screen. 


Professional Color 
Motion Picture Film 


..» FROM SCENE TO SCREEN 


4 PANCHROMATIC 
SEPARATION 


COLOR 
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DJATI SANTOSO TOOK 
IT BACK TO INDONESIA 


Djati (we cailed him Johnny) 
Santoso learned a lot about 
fine film processing during the 
18 months he studied with us 
here at CFi. He is a bright, 
capable young fellow... 
soaked up a good deal of our 
40 years of know-how fast. 


Johnny was one of some 
30 foreign students who have 
come from all over the world 
to learn film processing 
from the master craftsmen here 
at CFI. He got around, studied 
in every department, and is 
now returning to the new 
Central Film Lab in Djakarta 
to take charge of their 
“quality control’ function. 
And he intends to pass on 
the skills he learned by 
teaching his own people. 


ve 


CFI is proud to be a part of the Point Four program, 
proud to share its techniques with the rest of the world. 


CONSOLIDATED FiLM INbustriEs has been serving the film industry 


for 40 years. Always a leader, CFI has developed many new tech- 


niques now in universal use . . . and some still practiced exclusively <> & 


CONSOLIDATED FILM INDUSTRIES 


CFI offers a complete film laboratory with every professional 
959 SEWARD ST., HOLLYWOOD 38, CALIFORNIA 


service necessary for superior film processing. 521 WEST 57th STREET, NEW YORK 19, NEW YORK 


For processing perfection: specify CFI! HOllywood 9-1441 Circle 6.0210 
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REPRESENTATIVE of America’s way 
of life are going to overseas film festivals 

at Edinburgh, Scotland (August 23-Sept. 
12) and to the Venice Film Festival at Venice, 
Italy (July 2-12). 

The Committee on International Non-The- 
atrical Events (CINE) has selected 22 sub- 
jects to represent the United States at Venice 
and 20 titles will be exhibited at Edinburgh 
from CINE selections. This marks the second 
year that the voluntary committee has served 
film producers, sponsors and the nation in ex- 
pediting and screening motion pictures for 
these cultural and educational events. 


Industry and National Groups Participate 


Harold E. Wigren, associate director of the 
Division of Audio-Visual Services, National 
Education Association, is coordinator of the 
film selection project on behalf of the CINE 
group. Organizations working with this na- 
tional organization include the American Med- 
ical Association, the Catholic Audio-Visual 
Association, National Council of Churches of 
Christ, the University Film Producers Associa- 
tion, Educational Film Library Association and 
the National Education Association. 

Sponsors, producers and film laboratories 
are also represented. James E. Barker, Capital 
Film Laboratory, Washington, D.C. is one of 
the principals of the organization. Stanley 
McIntosh, Motion Picture Association of Amer- 
ica, was its first spokesman and active in its 
management affairs. John Flory and Thomas 
Hope of the Eastman Kodak Company (ad- 
visor and assistant advisor on non-theatrical 
films) have headed up several key committees. 


Also Made Selections for Harrogate 


Deemed a most effective answer to Amer- 
ica’s need for a coordinated, efficient and eco- 
nomical means of selecting the best material for 
such overseas events, CINE was responsible 
for the special program of U.S. films at the 
recent Harrogate (England) Film Festival. 

These are the only overseas events officially 
recognized by CINE, although the group will 
serve on any important overseas affair desig- 
nated in the national interest and involving 
film selection. 


Venice Festival Entries 
Short Features 


Film: Appalachian Spring. Producer: Metro- 
politan Pittsburgh Education Television Station 
—WOED.* 

Social Education Subjects 
Film: Beyond the Valley. Producer: John 
Bransby Productions. Sponsor: Esso Standard 
Oil Co.* 


Film: Speaking of Words. Producer: Henry 
Strauss Productions, Inc. Sponsor: Pan Amer- 
ican World Airways.* 


Tourism and Folklore Films 


Film: Valley of Light: Yosemite. Producer 


and Sponsor: Ford Motor Company.* 


Film: Islands Under the Wind (Tahiti). Pro- 
ducer: Henry Strauss Productions, Inc. Spon- 
sor: Pan-American World Airways.* 
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CINE Sends 30 Films Abroad 


Committee on International Non-Theatriecal Events Seleets Pictures 
Representative of America for Edinburgh and Venice Film Festivals 


Cultural and Informational Films 


Film: Times of Teddy Roosevelt. Producer: 
Columbia Broadcasting System. Sponsor: Pru- 
dential Insurance Co.* 


Film: Skyscraper. Producers: Shirley Clarke, 
Irving Jacoby, Willard Van Dyke, in associa- 
tion with Donn Alan Pennebaker and Wheaton 
Gallantine.* 


Film: Meet Mr. Lincoln. Producer: National 
Broadcasting Company.* 


Film: Hannah Means Grace. Sponsor: Hadas- 
sah.* 


Science and Didactic Films 
(Exhibited at the University of Padua) 


Film: Exploring by Satellite. Producer: Delta 
Film Productions, Inc.* 


Film: Life of the Molds. Producer: Affiliated 
Film Producers, Inc. Sponsor: Chas. Pfizer & 
Co. 


Film: Rhythmic Motion of Growing Plants. 
Producer: William M. Harlow.* 


Film: Human Cell and the Cytotechnologist. 
Producer: Churchill-Wexler Film Produc- 
tions, Inc. Sponsor: National Committee for 
Careers in Medical Technology. 


Film: Seven Bridges of Koenigsberg. Producer: 
Bruce Cornwell.* 


Film: Portal Decompression. Producer: Stur- 
gis-Grant Productions, Sponsor: E. R. Squibb 
& Sons. 


Film: After Mastectomy. Producer: Church- 
ill-Wexler Film Productions, Inc. Sponsor: 
American Cancer Society, Oregon Division. 


Film: Congenital Heart Defects. Churchill- 
Wexler Film Productions, Inc. Sponsor: Amer- 
ican Heart Association, Inc. 


*Films denoted by asterisk were also sent to the Edinburgh 
Festival as well as being submitted at Venice. 


Film: Fire and Explosion Hazards From Flam- 
mable Anesthetics. Producer: Mervin LaRue, 
Inc. Sponsor: Abbott Laboratories. 


Film: A New Chapter. Producer: Dynamic 
Films, Inc. Sponsor: Smith, Kline & French 
Laboratories. 


Film: Congestive Heart Failure. Producer: 
Transfilm, Inc. Sponsor: Merck Sharp & 
Dohme. 


Film: Dynamics of Phagocytosis. Producer: 
Campus Film Productions, Inc. Sponsor: Chas. 
Pfizer & Co., Inc. 


Film: Routine Pelvic Examination & Cytologic 
Method. Producer: Audio Productions, Inc. 
Sponsor: American Cancer Society (national). 


Edinburgh Festival Films 


(Also see titles marked (*) in Venice list) 


Film: Dial the Miles. Producer: Frank Wil- 
lard Productions. Sponsor: Southern Bell Tele- 
phone Co. 


Film: Hope That Jack Built. Producer: Robert 
Lawrence Productions, Inc. Sponsor: National 
Association of Investment Companies. 

Film: The Mayflower Story. Producer: Paul 
Alley Productions. Sponsor: Aero Mayflower 
Transit Company. 

Film: Never Alone. Producer: Camera Eye 
Productions. Sponsor: American Cancer So- 
ciety (national). 

Film: Production of U.S. Steel Sheets. Pro- 
‘ducer: The Jam Handy Organization. Sponsor: 
United States Steel Corporation. 

Film: Silk. Producer: Wheaton Gallatine. Spon- 
sor: International Silk Association, Inc. 


Film: Voice of Your Business. Producer: John 


Sutherland Productions, Inc. Sponsor: Bell 
System. 
Film: Worthily to Serve. Producer: Arthur 


Mokin. Sponsor: National Council of Protes- 
tant Episcopal Church. 


Announce Flaherty Prize 


vy The Robert J. Flaherty Award for 1958, 
given by the City College of N.Y., has been 
awarded (May 22) to the United Nations’ 
film, Power Among Men. 

The feature-length film (in four episodes ) 
deals with man’s capacity to create and destroy; 
with his ability to survive in the atomic age. 
Thorold Dickinson, chief of the United Nations 
Film Services, accepted the award on behalf 
of his staff, which produced the film. Ya 
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BUSINESS SCREEN SPECIAL REPORT BY WALLACE A. ROSS 


Britain Honors Industry's Films 


Business, Finance Leaders Participate in Second 
Annual Harrogate Festival of Films for Industry 


REAT BRITAIN’S ambitious 
“specialized film” producers 
and sponsors have concluded their 
second annual “Festival of Films in 
the Service of Industry” at Harro- 
gate, England. The four-day pro- 
gram of screenings, workshops 
and speeches by eminent Lords 
and leaders of industry and science 
was culminated on April 24 by a 
formal banquet attended by 300 
representatives of film organiza- 
tions and equipment companies. 
Although competition for the 12 
, Harrogate awards was restricted io 
: British entries, five American films 
. selected by CINE (the Committee 
ff on Non-Theatrical Events in the 
qs 


U.S.) were shown at two special 
programs. Speaking of Words, 
produced by Henry Strauss & Com- 
pany for Pan American World 
Airways; The Hope That Jack 
Built, produced by Robert Law- 
rence Productions for the National 
Association of Investment Com- 
panies; Silk, produced by Wheaton 
Gallantine for the International 
Silk Association; The Production 
of USS Steel Sheets, produced by 
The Jam Handy Organization for 
the U.S. Steel Corporation; and 
Energetically Yours, produced by 
Transfilm, Inc. for the Standard 
Oil Company of New Jersey, were 
the U.S. exhibits. 


260 British Films Enter 

Some 260 British-made films 
were submitted for the competition. 
In the category of Public Relations 
for General Audiences, the film 
The Travel Game, produced by 
British Transport Films for the 


— 


British Transport Commission was 
an award winner. 

Public relations’ award winner 
for “Specialist Audiences” was The 
Glass Makers, produced by Cecil 
Musk Productions in association 
with the Film Producers Guild for 
Pilkington Bros. 

A Ford Motor Company film, 
Bandwagon, produced by World 
Wide Pictures won a first award 
in Sales Promotion films for gen- 
eral audiences. 


Sales Promotion Film Cited 


Among Sales Promotion films 
for special audiences, the film Jez 
Provost, produced by Larkins 
Studio in association with the Film 
Producers Guild for Hunting Air- 
craft, Ltd. was the award winner. 

Education and training within 
industry was represented with an 
award winner made by Merton 
Park Productions (and the FPG) 
for British Petroleum, Ltd. Title 
was Catalytic Reforming, Part 1— 
The Reforming Reaction. 

In the same category for training 
outside industry, first honors went 
to Conquest of the Atom, made by 
the Realist Film Unit for Messrs. 
Mullard and E.F.V.A. 

Health and Safety winner was 
Safety on the Surface, produced by 
the National Coal Board Technical 
Film Unit for the National Coal 
Board. 


Award to Productivity Film 

Productivity and Efficiency was 
an important film category. First 
honors in this group went to Vari- 
ety Reduction, a film produced by 


Above: Viscount Monckton, Midland Bank chairman, delivered 
the principal address. Seated at his left is Lord Godber, chairman 
of the Shell Companies; at far right, Lord Mayor of Harrogate. 


Anvil Films for the British Produc- 
tivity Council. 

In the area of Human Relations 
and Welfare, the film Care of St. 
Christophers, made by British 
Transport Films for the British 
Transport Commission was the 
winner. 


Special Export Film Award 

A special Export Award was 
given for Design for Work, made 
by Associated British-Pathe for 
British Motor Corporation while 
two science films were also honored 
for special contributions. 

Schlieren, made by the Shell 
Film Unit of the Shell Petroleum 
Company, was adjudged the film 
“presenting the best exposition of 
scientific principles underlying an 
industrial process.” 

For the film providing “best 
presentation of science to the pub- 
lic,” Between the Tides, made by 
British Transport Films for the 
British Transport Association, won 
a third award for this winning com- 
bination of producer and sponsor. 

Evidence of national recognition 


of films’ useful role in British in- 
dustry and science was given by 
program felicitations extended the 
event by the Festival’s Patron, 
Prince Phillip, the Duke of Edin- 
burgh and by England’s Prime 
Minister, Harold Macmillan. 

Present at this famous old re- 
sort spa, just 180 miles north of 
London, were such notables as 
Lord Godber, Chairman of the 
Shell Group of Companies (who 
was also President of the event); 
Viscount Chandos, chairman of 
the Associated Electrical Indus- 
tries, who delivered the Festival’s 
opening address and Viscount 
Monckton, Chairman of the Mid- 
land Bank, Ltd., who delivered the 
principal banquet address and 
presented the film awards on April 
24. 


Mid-East Sensitive Audience 
Viscount Monckton, recentlv re- 
turned from a tour of the Middle 
East, described its peoples as 
“primarily sensitive to visual im- 
pact...” and noted that film “can 
(CONCLUDED ON PAGE 50) 


Below: Edgar Anstey (left) executive producer of the British 
Transport Commission's film department, receives award from 
Lord Monckton. Right: Lord Godber, Festival president (3rd 
from left) and Frank Hoare, president of Britain's Association 
of Specialized Film Producers (extreme right) welcome Mr. 
and Mrs. Wallace Ross to Harrogate’s second annual festival. 
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This 4 page advertisement was 
first published more than 

2 years ago. Except for the 
addition of new Arriflex 
customers (listed on the back 
page) we are repeating it 
without change. 


The many hundreds of new 
purchases of the Arriflex 16 
by industry, government, 
military services, and 
educational institutions are 
proof of the convincing 
superiority of this outstanding 
camera as factually stated in 
this insert. And the partial 
list of satisfied users is our 
most convincing 
recommendation .. . 
therefore “Stet for ’59”. 


why the 


is the most desirable 
professional 


16mm camera 


*Proofreaders’ notation indicating “no change” or “repeat”. 
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Because of its features 


is the TRUE MIRROR REFLEX SHUTTER 


— not a beam splitting device — passes 100% of the light 
to film and viewing system intermittently. 


mo st FINDER SHOWS BRIGHT IMAGE THROUGH TAKING LENS 
— even in poor light. 10X magnification; no parallax; no 
misframing; accurate, easy follow-focus. 


REGISTRATION PIN IN PRECISION FILM GATE 


4 # , de sirable — with balanced rear pressure pad, side pressure rail, cross 


1 stages around aperture. This means rock-steady pictures, 
no film “breathing,” 35mm-like film quality. 


7 THREE LENS DIVERGENT TURRET 
p r ofe S S ional — lets you use wide angle lens to 300mm telephoto without 


physical or optical interference. 


bi 


INSTANT-CHANGE LENS MOUNT 


16mm — with large-flange surface insures positive seating and 


precise flange focus and alignment. 


LARGEST CHOICE OF LENSES 
— by famous makers. From 11.5mm extreme wide angle 


C ame Tr 2, to longest telephoto. 


VARIABLE SPEED MOTOR 

— electrically driven by light, compact, rechargeable bat- 
teries. Motor instantly interchangeable for other types — 
Governor Controlled, Synchronous and Animation. 


TACHOMETER, FOOTAGE AND FRAME COUNTERS 


HAND-HELD FILMING 


it — all these features in a camera so light (only 6% lbs), so 
ha formfitting, with its ingenious Contour Hand Grip, that 
Be steady, hand-held filming is easy. 
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Because of its 
versatility 


Because it is 
rugged and reliable 


Because of factory 
service in the U.S. 


Because of its 
reasonable price 


It is a hand camera for newsreel and fast action filming 


It is a studio camera when you add the 400’ Magazine and the 
Synchronous Motor. 


It is a sound camera when you put it in the Arriflex Blimp. 


It is also an animation camera, a scientific laboratory camera, 
a medical camera, a cine-micrographic camera. 


You can start with the hand camera, and as your requirements 
demand, add the special purpose accessories, and yet be able to 
convert it back to a hand camera in a few seconds — and with- 
out the use of even a screwdriver. 


Here is a precision camera that can “take a beating” and still 
deliver the goods. 


For instance: Al Milotte, ace Disney wild-life photographer, 
shot over 90,000 feet for “African Lion” with one Arriflex 16, 
in the rough tropics. 


Disney cameramen found the Arriflex 16 most reliable during 
the Navy North Pole Expedition in 1954. 


Now eight Arriflex 16’s are at the South Pole with Disney. 
Disney Studios has already purchased more than 30 Arriflex 16 
cameras—so far. 


A modern, fully equipped service center is maintained in 
New York City, manned by factory trained technicians. A 
complete stock of Arriflex parts is always on hand. Because 
Arriflex owners derive their income through the use of their 
cameras, service is handled on the promptest possible basis— 
in most instances within 24 hours. 


You cannot buy another registration-pin 16mm camera unless 
you pay more than twice as much. If you “doctor up” 
ordinary 16mm camera with accessories needed for professional 
use, it will cost you more than the Arriflex and you still won’t 
have a professional camera, not to talk about the many ex- 
clusive Arriflex features. 


Arriflex equipment is available 


on convenient long-term 


leasing plan with purchase option. 


Division of 
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ACF Industries, Inc. 
Aerophysics Dev. Corp. 
African Leprosy Society 
Agricultural Extension Service 
Ames Aero Laboratory 
American Foundn. for the Study of Man 
Argonne National Laboratory 
Mark Armistead 

Aro, Inc. 

Astranaut, Inc. 

Atomics International 

Baptist Foreign Mission Board 
Barber-Greene Company 
Boeing Airplane Company 
Business Films 

Bendix Aviation-Eclipse Pioneer Div. 
California State Polytechnic College 
Cal-Nat Productions, Inc. 
Calvin Company 

Dr. Ramon Castroviejo 
Cavalcade Productions, Inc. 
Chase Manhattan Bank 
Chrysler Corporation 

CAA (Photographic Sec.) 
Cinefonics, Inc. 

Coleman Productions 

Colonial Williamsburg, Inc. 
Commonwealth of Pennsylvania 
Continental Productions Inc. 
Cook Electrical Research 
Craven Film Corp. 

Diamond Ordnance Freeze Lab. 
Walt Disney Productions 

Doak Aircraft 

Doane Productions 

Dow Corning Corporation 
Dumont Television Network 

E. |. DuPont de Nemours 

EB Films Inc. 

Educator Films 

Encyclopedia Britannica Films 
F-M Film Editing Service 
Farrell and Gage Films Inc. 
Florida Cypress Gardens 
Florida State University 

Henry Ford Hospital 

Gallu Productions 

General Electric Co-AGT Div. 
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General Electric Co-FP Div. 

Grumman Aircraft Engr. Corporation 

Hamilton Wright Organization 

Harvard Productions Inc. 

Hospital for Special Surgery 

Hughes Tool Co. 

International Business Machines 

International Harvester Company 

Jamieson Machine Co. 

Kansas University Medical Center 

Kelly-Zahrndt-Kelly Inc. 

Kent Films 

Kimberly Clark Corporation 

KPLC-TV-Lake Charles, La. 

Kraft Foods Co. 

Lear, Inc. 

Lockheed Aircraft Corp-Calif. Div. 

Lockheed Missile Systems 

Lythe Engr. and Mfg. Co. 

Manufacturing Experiments Div. 

Marathon TV Newsreel 

Glenn M. Martin Co. 

Marquette Univ. School of Medicine 

McCullough Motors 

Merit Prod. of California 

Methodist Hospital 

Michigan State University 

Midwest Film Studios 

Mode Art Pictures Inc. 

Moody Instiute of Science 

Motion Picture Production 

MPO Productions 

Museum of Science 

National Bureau of Standards 

National Inst. of Health 
(Photographic Sec.) 

Nationwide Insurance 

Natural History Museum, N.Y.C. 

Nature Close-Ups 

New Holland Machinery Company 

New York University 

Newington Home for Crippled Children 

North American Aviation 

No. Ca. Wildlife Resource Comm. 

Ogilvy, Benson and Mather 

Pan American Airways 

Pilot Productions Inc. 

Platt Productions 

Producers’ Film Studios 


1917-1957 
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RAD, Avco Manufacturing Corp. 
RCA International 

Remington Rand 

Reorganized Church of Jesus Christ 
R. J. Reynolds Tobacco Co. 

Rolab Photo Science Lab. 
Rocketdyne, Inc. 

Santa Fe Railroad 

St. Luke’s-Texas C and M Hospital 
Peter J. Schweitzer Inc. 

Charles Sciurba 

Screencraft Enterprises 

Shell Development Corp. 

Signal Films 

Sleeping Giant Films 
Southeastern Films a 
Southwest Film Industries 
Wayne Steffner Productions 
System Development Corporation 
Telecine Film Studios Inc. 

Time, Inc. 

Trans World Airlines 

Trinity Films Inc. 


Union Pacific Railroad Company 


University of California 
University of Chicago 
University of Indiana 


University of Miami 
University of Michigan 
University of Minnesota 


University of Texas 

University of Wisconsin 

U.S. Army-Redstone Arsenal-Alabama 
U.S. Department of Agriculture 

U.S. Borax and Chemical Corp. 

U.S. Public Health-Lawson Hospital 
U.S. Senate Recording Studio 

U.S. Steel Corporation 


Venard Organization 

Medical College of Virginia 

Virginia Dept. of Education 

Virginia Polytechnic Institute 

Vision, Inc. | 
Weston Woods Studios 

Western Electric Company 

WGBH.TV, Boston, Mass. 

WHODH, Inc.-Boston, Mass. 

Wisconsin Conservation Dept. { 
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CASE HISTORIES OF CURRENT SPONSORED FILM PROGRAMS 


Geigy Chemical on the Screen 


Two Pictures Report Its Progress. New Facilities 


Sponsor: Geigy Chemical Corp. 

TITLE: Paths of Progress, 30 min, 
color, produced by Willard Pic- 
tures, Inc. 


vy Geigy, while overshadowed in 
size by its big competitor in Wil- 
mington, is a major and important 
chemical company (2nd largest), 
not only throughout the world, but 
in the United States as well. To 
help orient Geigy people and 
customers on the extent of the 
company’s consistent progress, this 
film is now being shown world- 
wide, in a dozen or so languages. 

Its theme is that Geigy, though 
noted for its leadership in dyes, 
has developed in many other chem- 
ical paths—pharmaceuticals, agri- 
cultural products and industrial 
chemicals — notably. From _ its 
birthplace in Basel, Switzerland, 
the company has spread to all cor- 
ners of the globe. The United 
States company was organized in 
1903 and now has extensive plants 
and research laboratories here. 

Paths of Progress is a major pro- 
duction—with early scenes in the 
company’s history illustrated by 
Bill and Cora Baird’s puppets. La- 
ter sequences were shot at Geigy 
plants across the country, and the 
new U.S. headquarters in Ardsley, 
N.Y. 

Some notable Geigy develop- 
ments are shown: D.D.T., first 
produced by Geigy chemist, Dr. 
Paul Muller, Mitin, which perma- 
nently moth-proofs woolens; as 
well as dozens of other new 
products. 


Sponsor: Geigy Chemical Corp. 

TitLeE: The House That Geigy 
Built, 15 min, color, produced 
by Willard Pictures, Inc. 


ve Here is evidence that a photo- 
graphic report on a construction 
project can be made inexpensively, 
tell a worthwhile story, and while 
not visually exciting by nature, it 
need not be dull at all. 

In 1954, Geigy, bursting at the 
seams in Manhattan offices, de- 
cided to find room to operate more 
comfortably and efficiently. A park 
site was found in Ardsley, in 
nearby Westchester County, N.Y., 
and construction took place over 
the following two years. 

Every few weeks, a camera crew 
from Willard Pictures recorded the 
building progress from breaking 
ground to the final completion of 
the building. 

A prime purpose of the film was 
to show other Geigy companies in 
Switzerland and elsewhere what 
the American company was doing. 
It became a means of tying to- 
gether the progress of the new 
U.S. headquarters with the vast 
world-wide chemical complex. As 
indicative of the “family” nature 
of the film, one sequence shows 
the annual outing of the company 
as bus-loads of employees wan- 
dered about happily staking out 
claims for future office space in 
the unfinished building. 

The House That Geigy Built 
has been a most successful “home 
movie” for Geigy employees every- 
where. 


New Film Promotes Educational Toys 


Seonsor: Monsanto Chemical 
Company 


TITLE: Toys That Teach, 6 min, 
color, produced by Hartley Pro- 
ductions, Inc. 


vy This new film designed prin- 
cipally for television distribution 
has also proved to be a traffic 
stopper for Child Guidance Toys 
at the recent annual Toy Fair in 
New York. 

By employing stop motion tech- 
niques, the film brings the educa- 
tional toys to life by having them 
take themselves apart and put 
themselves together again. Instead 
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of the usual “emcee” approach 
normally associated with the pres- 
entation of inanimate objects, the 
commentary is portrayed by three 
toy dogs against a background of 
amusing sound effects. 

Robert Genin, President of Ar- 
cher Plastics, manufacturers of 
Child Guidance Toys, said, “Peo- 
ple watched this film all the way 
through and were really interested. 
This saved our salesmen much 
time, not having to demonstrate 
the toys over and over again.” 

Toys That Teach is being dis- 
tributed to television stations for 
free showings by Hartley Distrib- 
utors, Inc. 


1959 


These scenes highlight American Can's new dairy industry picture . . . 


Canco Helps the Milk Industry 


“Dynamic Program to Increase Milk Consumption™ 


Sponsor: American Can Com- 
pany. 

TITLE: A Dynamic Program to In- 
crease Milk Consumption, 18 
min, color, produced by Car- 
avel Films, Inc. 


HE AMERICAN CAN COMPANY is 

a leading supplier in the highly 
competitive market for milk con- 
tainers. Working with dairies to 
increase consumption of milk is a 
natural and profitable method of 
sales promotion for the company 
and Canco is now engaged in a 
sizable nationwide campaign to 
tell consumers they don’t drink 
enough milk. 

The campaign is based on solid 
fact. Dozens of outstanding re- 
search organizations in the medi- 
cal, health and nutrition fields have 
revealed that regardless of family 
income millions of American fam- 
ilies are not getting enough calcium 
in their diet. The solution for 
many is to drink more milk—the 
most practical source of calcium. 
One factor which led Canco to 
embark on the campaign, which 
features attractive premiums for 
returned container caps, is that 
although almost everyone agrees 
that milk is good for you, milk 
consumption has not appreciably 
risen in recent years. 


Aim for Speed and Depth 


For greatest effectiveness Canco 
had to reach out fast and surely to 
tell the significance of the program 
to everyone concerned—its own 
staff in the field, dairy operators 
and route men. What’s more, the 


company wanted the story to re- 
tain its dynamic enthusiasm right 
on down—and, of course, a motion 
picture was chosen to do the job. 

The film—in 18 minutes—tells 
the milk consumption story with 
more effectiveness than 90 minutes 
of personal presentation, the com- 
pany believes. Tightly packaged, 
forcefully presented, the film ex- 
plains the milk consumption prob- 
lem, what dairies can do about it, 
and what Canco is doing about it. 

Sends Script to Dairymen 

J. Whitney King, American 
Can’s Manager of Sales Promotion 
and Advertising, devised a new and 
potent way to heighten interest in 
the coming film even before pro- 
duction began. Out to all dairy- 
men across the country went a 
handsome 22 page _ illustrated 
“Shooting Script”—an exact copy 
of the film script as finally pro- 
duced. This served as a very good 
reminder that a film was coming, 
and allowed Canco salesmen to ar- 
range for showings in the industry 
with no trouble at all when the 
release date came. Everyone, hav- 
ing read the script, wanted to see 
what the film looked like. 


Backed by National Ads 

A Dynamic Program has been in 
use since early last winter. Results 
have exceeded expectations, ac- 
cording to Mr. King. Pre-informed 
dairies have been highly coopera- 
tive with Canco’s consumer cam- 
paign which started in April with 
a two-page spread in Lire and will 
be followed by insertions in many 
other national magazines. yy 
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How Films Serve Bell System 


NE or THe FitM ProJects planned for 
release in 1959 by the American Tele- 


phone & Telegraph Company for use 
by its associated telephone companies is a mo- 
tion picture on dustless sweeping. 

You might ask yourself—“Why would a 
telephone company make a motion picture 
about floor sweeping—what’s the connection?” 
There is an answer and it’s a good one. Bell 
System companies employ a house service 
force of 13,557 people to do such jobs as 
sweeping, cleaning and waxing floors. Every 
day, more than 120 million square feet of 
floors are cleaned, at an annual cost of $82 
million. 


A Goal Worthy of the Medium 


If an improved sweeping method can bring 
about an estimated 10°,, improvement in pro- 
ductivity of the cleaning force, the savings 


Co-ordination, Planning and Supervision are 
Basic Functions in AT&T's Film Section: Part | 


to the Bell System should come to something 
like $8 million per year. 

How best to teach the new method? A 
motion picture, of course, to be shown to all 
house service personnel in the system and 
budgeted for a modest $20,000. What could 
make more sense? 

The Bell System has a long history of suc- 
cessful application of similar films, not only 
for employee training but to literally help solve 
many public relations, sales, safety, education, 
advertising and manufacturing problems. 


Over 600 Films in System Catalog 

Today, there are over 600 films, including 
over 300 titles acquired from outside sources, 
currently available for use in the Bell System 
and listed in a three-volume catalog. These 
pictures cover subjects as widely varied as 
Ferro-Magnetic Domains (a technical sound 
slidefilm for college use) and Sounds Familiar 
(a theatrical short about how the telephone 
works, starring Charlie McCarthy). 

Who decides what films should be made 
for an organization as large and widespread as 
the Bell System—-and how is the selection 
made? 

Primarily, it’s a result of constant communi- 
cation between A.T.&T. and its associated 
companies—the people who make the films 
and those who will eventually use them—or 
might use them. Suggestions for new films 
come from all of these sources and all of the 
Bell companies have a chance to express their 
opinions on which films should be produced. 

Film Section Co-ordinates Program 

Over-all coordination of the film program 
falls to A.T.&T.’s film section in New York. 
Under Assistant Vice President K. P. Wood, 
head of the Film and Employee Relations Divi- 
sion of A.T.&T., Willis H. Pratt, Jr. is Mana- 
ger of the Film Section. Reporting to Mr. 
Pratt are Roy Vanderford, in charge of film 
production and distribution and Bill Stern, 
whose job is establishing requirements for film 
projects, scheduling them for production 
through the script stage, and liaison with the 


The Ultimate Goal: 


Left: at Ohio Bell, useful 
new System films travel by 
Tele-Film Express, serving 
audiences throughout state. 
There is constant demand 
for business, employee train- 


ing, Service and science films. 


Above: Bill Stern (left) supervisor of proj- 
ect planning, discusses a Plant and Engi- 
neering problem with Tom Fischer (right). 


various departments of A.T.&T. and the asso- 
ciated companies. 

Each year A.T.&T. sends out a list of sug- 
gested films and their objectives to the asso- 
ciated companies, asking for their preferences 
in order of importance. This list, which has 
been building up over the year, includes sug- 
gestions from the companies as well as from 
the various departments at A.T.&T. 


Companies Vote on Proposed Pictures 

Each film scheduled for production carries 
the approval of the companies, who actually 
vote on each film project proposed. The indi- 
vidual companies each pay their proportionate 
share of production costs and the film becomes 
their property to use as they see fit. In this 
way, they get the film for only a small part of 
the full production cost. This system is possi- 
ble because the companies have almost iden- 
tical operating practices, and a film on a par- 
ticular problem will apply throughout the Bell 
System. 

It is not mandatory for Bell System com- 
panies to participate in the production costs of 
each film, but practically all of them do. In 
fact, the range of enthusiasm for what films 
can do is indicated by the fact that American 
Telephone has scheduled at least 15 film proj- 
ects for 1959. 

Project and Planning Supervisor Bill Stern’s 
staff is organized to maintain liaison with all 
of the operating departments at A.T.&T. Lee 
Born handles the Commercial and Accounting 
departments; Tom Fischer is assigned to the 
Plant and Engineering departments; and Roger 
Walker handles Traffic and Personnel projects. 

These men have established the very best 
relations with the operating departments they 
work with, and in practice they have really 
become staff audio-visual advisors to those de- 
partments. Their job is not just to wait until a 
film need develops, and then see it through, 
but to make themselves aware of the problems 
these departments face and suggest ways of 
helping to solve them with films and other re- 
lated material. 

In addition, all of the men work on films 
for public distribution. Ideas for these films, 
too, come out of communication with the com- 
panies and familiarity with the Bell System’s 
public relations and advertising objectives. 

For example, one of the current objectives is 
to seek more public recognition of the role that 
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Visual aid helps narrator Don Elliott Heald 
explain dialing areas in “Dial the Miles” pro- 
duced by Frank Willard Productions. 


the Bell System plays in science and defense. 
Although the Bell Laboratories is one of the 
nation’s outstanding industrial research insti- 
tutions and the System is a leading supplier of 
the tools and techniques for national defense, 
opinion measurements indicate the public is 
not too well aware of it. Thus, new film proj- 
ects will increasingly emphasize the company’s 
role in these areas. 


Films to Promote Telephone Usage 

Up until five years ago, the Bell System was 
hard put to meet the demand for new tele- 
phones. There were no sales films. Now the 
situation has changed. The company has geared 
itself to an increasing sales activity. In its 
advertising and through its sales force it is 
promoting many new services and emphasizing 
the advantages of the well-telephoned home. 

In keeping with this new outlook, the Sys- 
tem is using more and more films in the sales 
field. Some are aimed at customers, for dis- 
tribution in theaters and club groups. Once 
Upon a Honeymoon, promoting extension and 
color phones, has been seen by twelve and a 
half million people in theaters and over TV. 
Another, Plan for Pleasant Living, was just pro- 
duced in cooperation with Good Housekeeping 
magazine. It features a tour through the Good 
Housekeeping model home. Among other 
things, the viewer sees the many ways in 
which the telephone makes for more pleasant 
living. 

Training of sales forces is another active 
area in which films are playing an important 
role. Four separate projects are under way this 


Aided by technical advisors, Bill Stern’s office 
coordinates research and planning . . . 
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year. One is an extensive course of 13 days 
for sales supervisors and 10 days for salesmen. 
The complete package includes three new mo- 
tion pictures, one sound slidefilm, 19 film case 
histories, 16 recorded case histories, one silent 
slide film and 9 volumes of printed material. 
In addition, the course makes use of two 
existing motion pictures. 


Problem Determines the Medium 

Each problem, as it arises, is analyzed to 
see if and where films can be of help. Some- 
times the conclusion may be that a film is not 
the answer. In other cases, the recommenda- 
tion may vary from a film strip for internal 
use to an entertainment type film for theatrical 
and TV distribution. Or it may be an extensive 
training course such as the one mentioned 
above. 

Bill Stern’s group coordinates all of the re- 
search and scriptwriting, in cooperation with 
the film producer and “technical advisers” 
from the departments that will use the film. 
Although the actual writing of scripts is most 
frequently assigned to the film producer's 
staff, some scripts have been written by free 
lancers or even by one of the film project 
supervisors. 

When the time comes to begin photography, 
the project is turned over to Roy Vanderford 
and his staff, although the individual project 
supervisor stays with the film to represent his 
“client” all through production. 


A 40-Year Record of Operation 

Centralized coordination and production of 
Bell System films began in the early 1920's 
and the obvious advantages have led the man- 
agement to continue the procedure. Occa- 
sionally individual associated companies pro- 
duce and pay for films made locally to help 
solve local problems. However, A.T.&T. is 
advised of such projects and keeps in close 
touch with these companies, offering assistance 
when it is requested. The Western Electric 
Company and Bell Laboratories also produce 
films concerning their activities. If these films 
can be used by the associated companies, they 
too are released through A.T.&T. ye 


for Effective Film Production 


vy Long recognized as one of the na- 
| tion’s most astute users of the film med- 
|| ium, the Bell System’s success may be 
| traced to one salient factor: basic, sound 
organization. 
In this first of what the Editors hope 
| to make a continuing series of explora- 
'| tory articles, we begin where AT&T's 
_ Film Section begins—the problems, the 
| planning and research. Choice of experi- 
| enced producers has inevitably followed 
| and through proper cooperation, many 
outstanding films have resulted. The 
door is always open to ideas from within 
the System and from the outside. 
Economies have been a natural by- | 
| product for the System but effectiveness | 


| An Example of Good Organization, 


of the medium comes first. yy 


“Plan for Better Living” was produced in co- 
operation with Good Housekeeping Magazine 
by Owen Murphy Productions . . 


| 
Modern equipment for efficient customer of- 


fice service was featured in “Behind Your 
Telephone Bill” produced by John Sutherland, 


| 


“Sounds Familiar” brings the humor and use- 
ful information about telephones provided by 
Edgar Bergen and his friend, Charlie McCarthy. 


In “Floor Show” Bell System employees re- 
ceived useful tips on proper application of 
floor wax. Cleaning is a major cost item. 
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Retiring president Greenleaf (right) receives plaque from O. H. Peterson. 


LAVA Holds 13th Annual Meeting 


Industrial Audio-Visual 


Association Hears Noted 


Speakers; Elects John Hawkinson as lis President 


Meme RS OF THE Industrial 
Audio-Visual Association, 
attending their 13th annual meet- 
ing at Chicago’s Edgewater Beach 
Hotel last month, called the three- 
day program “one of the best” in 
the history of the organization. 
Featured speakers included ma- 
jor league baseball's director of 
promotion (and head of its exten- 
sive motion picture program) Lou 
Fonseca; Drs. Burleigh Gardner 
and Sidney Levy of Social Re- 
search, Inc.; Col. Frank J. Po- 
lich, director of the department of 
Mechanical and Technical Equip- 
ment, U.S. Army Engineers’ 
School; Gordon Fyfe, president of 
the Dartnell Corporation; Henry 
Strauss, president, Henry Strauss 


& Co.; and Charles H. Percy, pres- 
ident of Bell & Howell. 

Mr. Percy, who received the or- 
ganization’s first Merit Award for 
his public service contributions at 
annual dinner ceremonies, spoke 
briefly on the film maker’s respon- 
sibilities in today’s world. 


Becomes 13th President 


Elected 13th president of IAVA 
was John T. Hawkinson, head of 
audio-visual services of the Illinois 
Central Railroad. He succeeds 
Frank Greenleaf, U.S. Steel Cor- 
poration, Chicago, who received 
the past president’s plaque from 
O. H. Pe‘erson, Standard Oil Co. 

Alan W. Morrison, Socony Mo- 
bil Oil Co., is the new Ist vice- 


Below: Charles H. Percy, president of Bell & Howell (left) acknowledges 
1AV A's first merit award, presented by O. H. Coelln of Business Screen. 
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Charles H. Percy Receives Association’s First Merit 


Award Citation for “Citizenship and Service to Nation” 


president and Kenneth E. Penney, 
Minnesota Mining & Mfg. Co., was 
elected 2nd vice-president. James 
Craig, General Motors Corp., con- 
tinues as secretary as does Charles 
B. Gunn, of the New Haven Rail- 
road who was re-named to the 
post of treasurer. Peter Hickman, 
Smith, Kline & French Labora- 
tories, was elected assistant secre- 
tary. 

Regional Directors Named 

Regional directors for the organ- 
ization, whose membership is re- 
stricted to audio-visual manage- 
ment executives in business and 
industry, will include Raymond W. 
Roth, U.S. Steel Corp., Pittsburgh, 


Above: Lou Fonseca tells of 
extensive baseball film pro- 
gram at meeting. 


eastern region; Charles A. Fox, 
Brown & Bigelow, St. Paul, north- 
ern region; Jack Duffy, Kraft 
Foods Company, central region; 
Robert Strickland, Lockheed Air- 
craft Corp., southern region; and 
Jay E. Gordon, North American 
Aviation, western regional director. 

Several noteworthy motion pic- 
tures were featured events on the 
program and accompanied by talks 
outlining their production aspects 
and distribution. The film, Speak- 
ing of Words, was presented by its 
producer, Henry Strauss of New 
York City, on behalf of member 
Frank Howe, Pan American World 
Airways’ chief of visual sales train- 
ing. 

Show “Psychiatric Nursing” 

The Academy Award “Oscar” 
nominee, Psychiatric Nursing, was 
presented by Mr. Hickman of 
Smith, Kline & French, its spon- 
sor. Jay E. Gordon, head of film 
activities in the Autonetics Divi- 
sion, North American Aviation, 
showed the epic story of the Nau- 
tilus’ North Pole journey, titled 
Arctic Passage and explained the 


special problems involved in its 
preparation. 

New Members Presented 

New members of IAVA were 
presented in brief platform ap- 
pearances in which they outlined 
their a-v responsibilities. D. H. 
Brandis, United Airlines; Endres 
M. Campbell, American-Standard 
Corp.; Gordon L. Hough, Creole 
Petroleum Corp.; William Edwin 
Morris, Baxter Laboratories; Law- 
rence B. Warnock, Link-Belt Com- 
pany; Howard O. Williams, Ed- 
ward E. Johnson, Inc.; and Alan 
E. Yost, Bethlehem Steel were ac- 
cepted into membership during the 
annual meeting. 


Above: Henry Strauss, pro- 
ducer, “Speaking of Words,” 
talks on communication. 


ve In charge of program events and 
chairman of the 1959 annual meet- 
ing was Jack Duffy, Kraft Foods 
Company, Chicago. He was as- 
sisted by a committee of Chicago 
members which included Victor 
Johnson, Standard Oil Co.; Fred- 
eric J. Woldt, Illinois Bell Tele- 
phone Co. (who was named chair- 
man of the 1960 annual meeting 
program); R. P. Hogan, Kraft 
Foods; and O. H. Coelln, Jr., pub- 
lisher of BUSINESS SCREEN. 
Program chairman of the 1959 
fall meeting (an eastern affair) 
will be H. LeRoy Vanderford, 
American Telephone & Telegraph 
Company film executive. 


Training Army Engineers 

The techniques now being used 
for training by the Army Corps of 
Engineers were demonstrated and 
described with considerable skill 
and sincerity by Colonel Frank J. 
Polich, director of the Department 
of Mechanical and Technical 
Equipment at the U.S. Army En- 
gineer School, Fort Belvoir, Va. 

Accompanied by members of 
his school, Col. Polich showed a 
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Above: president-elect John Haw- 
kinson delivered a brief address at 
1AVA’s annual dinner. 


self-contained, automated projec- 
tion unit which is now being wide- 
ly used in Belvoir classrooms. The 
urgency of this training problem in 
a missile age, the turnover of 
trainees and the effectiveness of 
audio-visual aids were discussed 
by Col. Polich. 

Among the practical demonstra- 
tions offered members were a 
showing of Super Anscochrome 
16mm color film with its high 
speed potential (ASA100 rating); 
a demonstration of the Percepta- 
scope equipment and available 
programs by a representative of 
Perceptual Development Labora- 
tory, St. Louis; and an intriguing 
presentation of a new, economical 
animation technique, utilizing 
VuGraph equipment and polarized 
attachments, shown by its Long 
Island, New York creators. 

A visit to the video tape facili- 
ties in Chicago of the Columbia 
Broadcasting System was one of 
the meeting features as were nu- 
merous discussion sessions includ- 
ing a special presentation on tele- 
vision commercial economies given 
by member W. M. Bastable, Swift 
& Company, a past president. 


Below: regional directors Jay Gor- 
don (western area) and Charles 
Fox (northern) are pictured. 
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The Role of Films 
in Sales Training 


by Gordon Fyfe 
President, Dartnell Corporation* 


| Is my job and your job to 
educate the people we work with 
in the proper use of audio visual 
communication as a tool, which if 
properly used can be most effec- 
tive, but which if abused, as it 
often is, represents a waste of time 
and money. 

No film alone can turn a poor 
salesman into a better one or a 
mediocre salesman into a top 
ranker. 

If it were that easy, all sales 
trainers would have to do would 
be to buy a kit of films and when 
Joe reports for work, tell him to 
come in twice a day for a week 
to see a movie on selling. You 
know and I know that that just 
won't work. 

Films on_ salesmanship are 
merely tools—devices which can 
assist in the sales training job but 
cannot in themselves do the job. 

Let me quote you some exam- 
ples, however, of what happens 
nearly every day at Dartnell. I'll 
get a long distance call from Los 
Angeles: “Say, Gordon, we're 
having a sales meeting next week 
and we have a half hour spot open 
just before the cocktail party and 
we think it would be a good place 
for one of your Dartnell sales 
movies. 

“Which one? Oh, I leave that to 
you—but get it out by air tonight. 
The meeting’s tomorrow.” 

Well, of course, showing the 
film might do some good. And 
after all, the customer may be 
spending $100 in rental, so as a 
good Scotsman I’m not exactly 
going to tell him he’s wasting his 
money. But he is, to a great extent. 

Or this has happened: “Say, 
Gordon, we’re having the boys in 
all next week for a sales conven- 
tion. You have a bunch of sales 
movies, don’t you? Ship ’em out 
right away. We'll show one every 
morning and every afternoon all 
week. Ought to pep up the boys, 
don’t you think?” 

I sadly reach for a pencil and 
write the order up knowing full 
well that that company is wasting 
its money. 

In the case of sales training 
films, I make these recommenda- 
tions, whether a film be purchased 
(CONTINUED ON PAGE 38) 


* From an address before the Industrial 
Audio Visual Association at the Edgewater 
Beach Hotel, Chicago, April 28, 1959. 
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Above: Newly-elected officers at Chicago meeting (left to right) are: 
James Craig, General Motors, secretary; Alan Morrison, Socony-Mobil, 
Ist vice-president; president-elect John Hawkinson; Kenneth Penney, 
Minnesota Mining & Mfg., 2nd vice-president; and Peter Hickman, Smith, 
Kline & French Laboratories, assistant secretary for the next year. 


Col. Frank Polich, of the 


US. 
Army Engineers’ School at Fort 
Belvoir, told of a-v training. 


Chuck Percy, honored guest at 
IAVA dinner, listens attentively to 
president-elect Hawkinson. 


Above: St. Paul member Howard 
Williams receives one of door 
prizes from Frank Greenleaf. 


Above: presidents confer as John 
Hawkinson (left) and Frank Green- 
leaf (right) compare notes . . . 


Below: at pre-banquet festivities, guests hear Col. Polich (2nd from left) 
describe a training development. Also pictured are D. H. Brandis, United 
Airlines (a new member, 3rd from left) and Alden Livingston, l[AVA 
member from the Du Pont Company, at extreme right in the picture below. 
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Film and Salesmen: 


(CONT'D FROM PRECEDING PAGE) 
for permanent use or merely 
rented: 

1. The executive who will con- 
duct the meeting at which the film 
is to be used should thoroughly 
familiarize himself with the con- 
tent in advance of the meeting. 

2. He should prepare in ques- 
tion form, as they apply to his own 
sales problem, the points which the 
film will present, for presentation 
in advance of the meeting. 

3. He should prepare for pre- 
sentation following the film a very 
definite set of recommendations 


Dartnell’s president, Gordon 
Fyfe, addressed members of 
Industrial A-V Association. 


applying the principles of the film 
to his particular sales problem. 

4. He should plan a follow-up 
to his salesmen again emphasizing 
how they can apply the principles 
of the film to their daily sales 
problems. 

Share $50,000 Budget 

When a customer buys a print 
of a Dartnell sales film at $250, he 
is getting a print of a $50,000 pro- 
duction. More clients might cap- 
italize on this fact as some have 
done, by adding a short trailer of 
their own about their product to 
the beginning and the end of their 
print, thus tying it in directly with 
their business. 

These trailers can be made pro- 
fessionally or on a “do it yourself” 
basis for very little and they do 
personalize the film. Cases where 
this has been done have been re- 
markably successful. 

A Rising Demand Abroad 

Many companies today are en- 
gaged in business overseas. There 
is a rising demand for sales train- 
ing films in foreign languages. As 
a result, Dartnell sales training 
films are available today in French, 
Swedish, German, Norwegian, 
Spanish and Dutch, and I hope to 
live to see the day when they are 
available also in Russian. ag 
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BUSINESS FILM has great 
potentialities as a means of 
teaching people to recognize per- 
sonal problems, an authority on 
social research believes. 

Because such films are talking 
about and showing “real things, 
events, and real possibilities,” Dr. 
Sidney J. Levy of Social Research, 
Inc., told a meeting of the Indus- 
trial Audio-Visual Association in 
Chicago on April 28, “there is 
pressure to re-assess one’s own 
possibilities, to move toward new 
actions.” 

Most forms of communication, 
he said, seek to amuse, to satisfy 
various moral aims, to cause the 
audience to think, or a mixture of 
all three. In business films, he 
felt, the predominant note was the 
appeal to the audience to think. 

Films “Basically Rational” 

“Business films, while undoubt- 
edly very diverse, and often de- 
signed to be entertaining and 
moral,” said Dr. Levy, “have a 
basic rational character. Despite 
other appeals built into business 
films, audiences distinguish them 
as aimed primarily to instruct and 
inform.” 

In contrast, such purely enter- 
tainment media as television shows, 
the Hollywood film, and the bulk of 
popular literature “are oriented 
toward pleasure, vicarious gratifi- 
cation of impulses, escape, private 
satisfaction of various sorts. Their 
enjoyment has a passive character 
whereby the audience is asked to 
pause, to substitute for action in- 
teresting fantasies. 

“The goal is basically the safe 
arousal and relief of tensions about 
the most provocative aspects of 
human life, serving to reassure and 
to relax the audience for a short 
time.” 


Morality in Entertainment 


While entertainment, most peo- 
ple feel, should also support moral 
concepts, there is not agreement 
that it does. “The Western is 
called a morality play nowadays 
and is supposed to represent the 


The Business Film as Viewed 


in Terms of Social Research 
Dr. Sidney Levy Cites Problems and Advantages 


contest of Good and Evil; but 
many people feel there is too much 
shooting and fighting to serve 
moral ends.” 

In moral entertainments, said 
Levy, the ultimate argument is a 
spiritual or supernatural one, based 
on principles transcending petty 
daily concerns. By vicarious par- 
ticipation, the audience testifies 
that it still acquiesces in the pre- 
cepts of the group. 


These Are Special Problems 


The basically rational character 
of business films, he felt, raised 
special problems: 

“1. They are almost destined to 
seem dull and repetitive, easily too 
long. 

“2. They tend to seem boring 
by showing ordinary people doing 
very ordinary things. 

“3. They are especially ap- 
pealing to upper middle class peo- 
ple who recognize their value. 
Lower status people may feel in- 
timidated or wary. 

“4. Their audiences are often 
not well-defined. This is a general 
problem of adult education. 

“5. The purpose of the sponsor 
is apt to be ambiguous or suspect. 
Commercially sponsored education 
easily becomes ‘propaganda.’ 

“6. Business films, despite 
their brevity, are likely to give 
more information than people want 
or can assimilate about the topic. 
And/or 

“7. People are prone to criti- 
cize them as being over-simplified 
or superficial. 

“8. Business films often ask 
for changed minds from some au- 
diences and therefore meet with 
resistance and defensiveness rather 
than receptivity and accord. 

“9. They easily fall into narra- 
tions or declamatory speeches that 
are self-conscious, self-righteous.” 


— and These Are Advantages 


Such are the potential dangers. 
But the business film’s advantages 
are also apparent. Some of these 
are: 

“1. Business films are realistic, 
and realism has its own rewards. 

“2. They do teach and when 
people are able to learn, they ex- 
pand and feel edified. 

“3. They give people a sense 
of having ‘inside information,’ since 
the films deal with special topics 


and are not generally distributed. 

“4. They lead people to take 
fresh looks at familiar environ- 
ments. 

“5. They widen people’s hori- 
zons. 

“6. They lead people to marvel 
at truth being ‘stranger than fic- 
tion.” 

“7. Regardless of criticisms 
and suspicions, they usually reflect 
well on a judicious sponsor. 

“8. Above all, and most cru- 
cial, business films make demands 
on the audience to participate.” 


Makes the Audience Think 


Unlike the fantasies of television 
and the motion picture theater, the 
business film “tends to make peo- 
ple think about themselves. They 
may do this uncomfortably or de- 
fensively, but the net effect is to 
arouse self-evaluation, judgments 
about one’s own personality, one’s 
occupational, social, or financial 
circumstances.” They teach, often 
with a sugarcoating of humor, 
music, color and animation, and 
“research on business films can 
help to explore this particular 
mode of teaching, how it can op- 
timally blend its elements of real- 
ism and palatability. 

“Because such films are highly 
condensed experiences, and often 
rely heavily on analogies and tight- 
ly knit logic, their use of symbols 
can be particularly important. 
Above all, perhaps, since the goal 
is usually to communicate some 
central idea, it is valuable to study 
what thoughts people do gain from 
the film, how realistically they re- 
late these to themselves. 


Has a Significant Future 


“As such investigations im- 
prove,” Levy concluded, “the busi- 
ness film can become an increas- 
ingly significant cultural symbol 
and expression of the business 
community’s desire to offer re- 
sponsible and helpful views of 
modern realities.” 


Word About Social Research 


vx Social Research, Inc. is a Chi- 
cago organization headed by Dr. 
Burleigh Gardner, Ph.D. Recent 
work for agencies and sponsors in 
the field of films has broadened its 
considerable background. Dr. Levy 
took his Ph.D. in the field of hu- 
man development. 
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If Your Community Needs a New School 
This Picture Will Help You Plan It 


“Plan for Learning” —an Object Lesson in Civie Cooperation 


Sponsor: United States Steel Corporation. 


TitLe: Plan for Learning, 30 min, color, pro- 
duced by MPO Productions, Inc. 


vx This is a new how-to-do-it motion picture 
planned as an aid to school administrators, 
civic groups and architects in getting new 
schools approved, designed and built. Its basic 
purpose is to suggest a broad system of proce- 
dure for communities faced with the need for 
additional classrooms. Through typical situa- 
tions it answers the typical questions which 
arise with such a problem. 

The key man in the picture is the school 
superintendent. The story line tells how he is 
the first to realize the need for a new school; 
he must be the prime mover in getting a new 
school; he must anticipate the townspeople’s 
questions and know the answers; and he, finally, 
must work with the architect to produce the 
best school possible. 


Explains the Architect’s Role 


Sharing the spotlight with the school ad- 
ministrator is the architect. The film explains 
in detail his role in helping the community 
plan and build the best school to fit its particu- 
lar needs. 

The story is built around the dramatic con- 
trast of a change-over from an old school to a 
new school. The action takes place in the old 
school, and the camera creates a series of im- 
pressions—bleak classrooms—gloomy corridor 
—barren playground paved with concrete, and 
hemmed in by a high iron fence. In this some- 
what drab cultural environment a_ harassed 
teacher is trying to teach students under the 
handicaps of inadequate lighting, poor venti- 
lation and distracting noises. 


Brings In All Community Groups 


From this visual presentation of the inade- 
quacies of the outdated school, the film then 
traces the need for the new educational facility 
until all groups who normally have a voice in 
community projects of this sort have been 
represented. Each group debates the problem, 
and information is presented which is invalu- 
able as a tool to solve such problems. 

As a result of the preliminary meetings, an 
architect is engaged who investigates the pro- 
posed building and site from every angle in 
conjunction with all interested groups. Some 
of the forces that shape a school building are 
disclosed and the philosophy of functional de- 
sign expressed. 

“And so they built the new school,” says the 
narrator. “They voted for colorful walls, for 
huge open windows, for gleaming steel panels, 
for bright functional classrooms. Most of all, 
they voted for the children.” 

The film cuts back to the same teacher, but 
this time she is in the new school. The children 
are there, too, but there’s no confusion, just 
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Right: advisors (1 to r) were 

Dr. Shirley Cooper, AASA; Edwin 
Morris, AIA; Charles LeCraw of 
U.S. Steel, with Victor Solow. 


interest—a thorough contrast to the old school. 
The children are divided into work groups, 
each group assigned a different project. Arith- 
metic, painting, social studies—and it is ob- 
vious that the children are enjoying themselves, 
their teacher, their new surroundings. 


Premiered by School Administrators 


Plan for Learning was premiered before the 
national State Presidents Meeting of the Amer- 
ican Association of School Administrators in 
St. Louis, May 1. Thereafter, distribution will 
be handled by Association Films, Inc. 

Professional actors handle the key roles of 
the superintendent, the school board members, 
the teacher and the architect. The townspeople 
of Mamaroneck, N. Y., supply authentic flavor 
for the town meeting scenes, and the pupils of 
the Nathan Hale School in Meriden, Conn., 
represent the children of Elmsville. 

Plan for Learning was produced with the 
cooperation of both the American Association 
of School Administrators and the American In- 
stitute of Architects. Producer-director was 
Victor D. Solow, script was by Joseph March 
and Murray Lerner. yy 


Note: prints of Plan for Learning may be 
obtained from Association Films’ offices. 


Below: things have changed since children 


entered this “fortress” built 50 years ago. . . 


Left: thanks to new 
materials, today’s 
school aids learning. 


Release Award-Winning Film 
vy The 1959 Sylvania television award 
winning program, Open Heart Surgery, is 
now available as a 60-minute 16mm docu- 
mentary film from its sponsor, CIBA 
Pharmaceutical Products, Inc. 

Sponsored by CIBA in cooperation 
with the San Francisco Medical Society 
and Stamford University in an attempt to 
explain to the public the many complex 
factors which enter into the surgeon’s 
decision to operate and to show how med- 
ical and surgical techniques can safely and 
successfully eradicate heart defects previ- 
ously held to be hopeless, the film pictures 
an actual heart operation on eight-year- 
old Tommy Hunter. 

An artificial heart-lung maintained his 
circulation while his heart was opened and 
successfully repaired. The operation had 
been performed many times at Stamford. 
This time there was one deviation from 
normal operating room procedure. The 
entire operation was followed by three 
television cameras and 1,253,000 viewers 
in the San Francisco area. 

Open Heart Surgery can be obtained 


| from Ideal Pictures Corporation offices. 
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Bob Hills begins presentation before a back- 
drop of Post covers on a wide-angle screen. 


Colorful Visuals Help 


Editorial Promotion Show Plays to 


ENIZENS OF MADISON AVENUE, confronted 

almost daily with media promotion—stage 
shows, movies, flip boards, gimmicks and 
printed pieces of every description—might be 
pardoned for feeling blasé at viewing the pre- 
sentation of yet another magazine patting itself 
on the back for editorial vitality. 

All the more fascinating is it that for the 
third year in a row the SATURDAY EVENING 
Post’s annual editorial promotion show played 
last month to chock-full audiences of hard- 
bitten admen every day for a week in the ball- 
room of New York’s Savoy Hilton Hotel. 

it is seldom that the emcee of a sales pro- 
motion program will be called back for re- 
peated bows by a tough-minded advertising 
group, but that is what happened after every 
performance of The Big Year by Robert F. 
Hills, Post Editorial Promotion Manager, who 
writes, stages and is the star performer of the 
program. 

For 37 fast minutes, Hills brings forth the 
facts and figures of the Post's 1958 editorial 
year, using wide-screen motion pictures, wide- 
screen slidefilms, cartoon slidefilm panels and 
recordings. 

Never slowing his pace, Hills mixes gags with 
plugs, straight hard sell with spoofing cartoons. 
Using push buttons up his sleeves connected to 
an intricate control board backstage he brings 
in one effect after another with split-second 
timing. 

At one point, Hills, live, on-stage, talks to 
Bret Maverick, on the Cinemascope screen and 
climaxes their discourse by shooting a pile of 
poker chips off the table in front of the cowboy. 

During the interview, in which Maverick as- 
sumes the truculence and dry wit of his TV 
characterization, Hills elicits the information 
that the week after Pete Martin’s story, “I Call 
On Bret Maverick,” appeared in the Post, 
Maverick’s Neilsen rating jumped from 29.8 
to 34.4 and has remained at 34 or above ever 
since. 

The presentation’s staccato statistics point 
out that last year 26 Post manuscripts were 
purchased by Hollywood, that 58 books were 
published from Post material, and that 166 
different television programs were based on 
stories from the magazine. The Post also 
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Curtain dominated by Post's “Influential” in- 
signia was used to cover projection screen. 


Tell POST'S Vitality 


Capacity Audiences in New York 


says that over $3,000,000 in libel suits were 
filed against the magazine last year. And this 
vitality has paid off in that circulation has 
soared to over the 6,000,000 mark. 

In rapid order, Hills shifts vision from ab- 
stract figures to such motion picture sequences 
as the Rockettes in action at Radio City Music 
Hall (filmed by Ted Nemeth Productions), 
Chico Marx at the piano (from the Post’s ad- 
vertising movie, Showdown at Ulcer Gulch), 
and wide-screen scenes of the river boat Delta 
Queen, subject of a Post article. 

Working with Bob Hills in developing and 
producing the visual elements of the show was 
Visualscope, Inc., which has also produced 
major portions of the two previous Satevepost 
editorial promotions. 


Itinerary Covers 30 Big Cities 

The Post show, employing equipment and 
techniques never before used in a traveling 
production, will be seen in 30 or more major 
cities from coast to coast. A specially de- 
signed stage set, with wide-angle screen and 
slide panels for stripfilm projection, is used. 

In all, six projectors are employed — one 
35mm Cinemascope projector, two horizontal 
double frame stripfilm projectors, two vertical 
slidefilm projectors and one 16mm _ projector. 
All projection is from the rear, allowing Hills to 
move back and forth on the stage supplement- 
ing, and sometimes even taking part in, the 
filmed action. 


Below: backstage view of multi-projection 
set-up for presentation of “The Big Year.” 


Story of Air Defense 


This Western Eleectrie Picture 
Shows Story of SAGE System 


SPONSOR: Western Electric Company, for the 
United States Air Force. 


TitLe: In Your Defense, 27 min, color, pro- 
duced by Audio Productions, Inc. 


vy This film details the planning, construction 
and operation of the elaborate SAGE (Semi- 
Automatic Ground Environment) System of 
air defense. 

Designed for public release, the film demon- 
strates the serious problems of detecting high- 
speed bomber attack. Hitherto, this defense 
had been carried out in “manual” control cen- 
ters, but with increasing air traffic and the 
surety of greatly increased speed of possible 
enemy bombers, a new system was needed, 
and for the present SAGE offers the best de- 
fense possible. 

Western Electric Company was assigned the 
responsibility of assisting the Air Force in 
supervising the overall installation of SAGE 
and in constructing the building sites. Among 
hundreds of contractors involved, as the film 
shows, Massachusetts Institute of Technology’s 
Lincoln Laboratories was assigned the job of 
research to determine the feasibility of the 
System; International Business Machines Corp. 
constructed the electronics computers; Systems 
Development Corp. devised the programing; 
and Burroughs Manufacturing Corp. made the 
electronic equipment for processing data. 

In Your Defense traces the development of 
SAGE beginning with the tremendous chal- 
lenge of its planning stages through to a demon- 
stration of actual operation. Starting from sig- 
nals picked up by early warning long range 
radar sites in the far North, radar picket ships 
and “Texas Towers,” SAGE automatically 
tracks the speed, course and altitude of all air 
traffic approaching from any direction. The in- 
formation is then fed to a master control center 
which coordinates regional defense areas en- 
abling instant triggering of Bomarc and Nike 
missiles and manned jet fighters, if necessary. 


A Survey of Film Distribution 
Initiated by Business Sereen 


A survey of the millionfold showings of 
sponsored motion pictures is currently under 
way at BUSINESS SCREEN. The advertiser who 
isn’t active in the 16mm film medium (not just 
tv commercials) is missing a terrific bet as self- 
equipped audiences owning 16mm sound mo- 
tion picture projectors keep on increasing year 
after year. Then, too, there’s constant demand 
from television stations for informative, inter- 
esting “public service” short subjects, ranging 
from a few minutes to the maximum of 27 
minutes in length. 

First returns of both major distributors and 
sponsors indicate that figures will run into hun- 
dreds of millions of persons viewing films in 
1958, not including public service television 
showings and other outlets. ye 
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Right: a period scene in 
“The Wonderful Age of 
Electricity” shows dinner- 
time in 1905. At Higgins’ 
table (left to right) are 
Isobel Robbins, as Mother; 
Joseph Reardon, as Junior; 


and Henry Morgan, Father. 


Humor and History Turn Tale 
Agency-Producer Cooperation Makes ‘Wonderful Age” 


Sponsors: Jersey Central Light & 
Power Co., New Jersey Power 
& Light Co. 

TiTLE: The Wonderful Age of 
Electricity, 15 min., color, pro- 
duced by HFH Productions, 
Inc. and Goold & Tierney, Inc. 


ve During construction last winter 
of the $20 million extension to 
their generating station at Sayre- 
ville, N.J., the Jersey Central 
Power & Light and New Jersey 
Power & Light companies had a 
local photographer pick up some 
4,000 feet of 16mm color film as 
an engineering progress report. 
This raw footage was handed to 
Goold and Tierney, Inc., the com- 
panies’ advertising agency, to con- 
vert into a 29-minute public rela- 
tions film, suitable for showing to 
service and women’s clubs. 

Aim of the picture was to show 
residents of the area what the utili- 
ties are doing to meet the growing 
demand for electricity. 


No “Progress Report” This 


The resulting title, The Wonder- 
ful Age of Electricity, is a far cry 
from the usual “progress report.” 
From an amusing script by Harry 
Breuer, Jr., the producer (Hunn, 
Fritz, Henkin Productions, Inc.) 
has woven an amusing tale that 
points out the comforts and better 
living provided by electricity for 
modern householders. Hardly an 


Below: Joseph Sherry, public rela- 
tions director, N.J. Power & Light 
Co. at film premiere. 
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original subject in itself, the film 
treatment makes it something 
quite out of the ordinary. 

Setting the scene with 1905 
newsreel clips of Teddy Roosevelt, 
suffragettes and Edison (a long, 
wonderfully executed title 
quence ala Eighty Days), the film 
introduces a typical 1905 Jersey 
family. 

Cast Is Film’s Asset 


Henry Morgan, Isobel Robbins 
and Joseph Reardon, as the Hig- 
gins family circa "05, go through 
their day with all the drudgery of 
turn of the century housekeeping. 
Then they are magically trans- 
ported into a modern all-electric 
home. Delighted (and befuddled) 
by dishwashers, vacuum cleaners 
and TV, they soon adjust to the 
comforts of modern living. 

With narration by John Cam- 
eron Swayze and Westbrook Van 
Voorhis to pull the threads into a 
well-knit fabric, the Higgins’ learn 
how these modern marvels came 
about. Watching JCP&L-NJP&L 
execs plan the expansion program, 
they view dramatic moments of 
actual construction and a climactic 
lighting of the all-electric home. 


Well Received by Audiences 


Wonderful Age is already pro- 
viding considerable merriment for 
New Jersey audiences and much 
good will for the utility sponsors. 


Above: Gilbert Goold, president 
of Goold & Tierney, Inc. agency 
which helped produce the film. 
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CASE HISTORIES OF CURRENT SPONSORED FILM PROGRAMS 


- Battle Report on Weed Control 


American Cyanamid Picture Introduces a New Product 


Sponsor: American Cyanamid 
Company. 

TiTLeE: Roots and All, 15 min., 
color, produced by Tiesler Pro- 
ductions, Inc. 


vy During the past 15 years con- 
trol of annual weeds has become 
increasingly easy through chemical 
applications and advanced cultiva- 
tion machinery. But the tougher 
interlopers — canada thistle, cat- 
tails, poison ivy and quack grass— 
have continued to plague farmers 
because as fast as they were cut 
or plowed the faster they’d grow 
and spread, and, until recently, 
these perennial weeds were imper- 
vious to chemical treatment. 

In this film, American Cyana- 
mid shows the dramatic effects of 
its new product, Amino Triazole, 
on the tough perennial weeds, kill- 
ing them — Roots and All —to 
90% control in a single applica- 
tion. Amino Triazole acts against 
the chlorophyl production of 
plants, spreading through the fo- 
liage and root system to eliminate 
regrowth. 

California scenes provide the 
answers to better control of the 
cattails that steal irrigation water, 
block canals and spread seed. And 


Above: adding material to 
tank; a scene in the picture. 


ditch bank weeds are another part 
of the story . . . weeds that dump 
tons of seeds each year into water 
on its way to cropland. 

Roadside weed control and poi- 
son ivy footage come in for a close 
look, and the special chemical 
properties of Amino Triazole— 
properties that cut down drift haz- 
ard and render the chemical harm- 
less to live stock, humans and 
wildlife—are also covered. 

Roots and All is available for 
showing to farm audiences on re- 
quest. Over 100 prints are now in 
circulation. 


Premiere Marks HFH Productions’ Ist Anniversary 


vy BUSINESS SCREEN previewed 


The Wonderful Age of Electricity . 


on April 9th at the Sherry Nether- 
lands Hotel in Manhattan. The 
showing was held in connection 
with the first anniversary party of 
the film’s producer, HFH Produc- 
tions, Inc. 

Organized just a year ago by 
Dan Hunn, Ronald Fritz and 
Howard Henkin, HFH has devel- 
oped into a leading producer of 
television commercials, with addi- 
tional business growing fast in the 
industrial field and public relations 
films. 


HFH vice-president Dan Hunn... . 


Above: Howard Henkin, president 
of HFH Productions, Inc. — and 


Below: Ronald Fritz, vice-presi- 
dent of the producing firm. 
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Left: close-up of Lockheed’s 
new Turbo-Jet Electra as the 
camera crew lines up a shot of 
wing detail for scene in 
“Pattern for Profit” which the 
company is now using for many 
sales showings to customers 
and prospects in the air 
transport field worldwide. 


Film Backs Up Lockheed’s Sales 


“Pattern for Profit’ Shows Advantages of Electra 


Sponsor: Lockheed Aircraft Cor- 
poration. 


TitLe: Pattern for Profit, 34 min., 
color, produced by Sales Com- 
munications, Inc. 

IN SALEs of large 

transport aircraft is keen and 
markets worldwide as new, faster 
ships take the air in the race for 
passenger and freight volume. 
Lockheed’s entry is a turbo-prop 
airplane designed specifically to 
offer airline operators economical 
equipment on short to medium- 
range hauls without requiring air- 
port expansion by any city to be 
served. Its choice, exemplified in 
the new Turbo-Prop Electra, was 

a complement to transcontinental 

and transoceanic jets rather than 

as competitors to them. 
Maintenance Key Factor 
Key factor in economy to the 

operator is maintenance, and Lock- 

heed’s sales campaign utilizes a 

new 34-minute motion picture, 

Pattern for Profit as “the best way 

to tell that story” in the words of 

the company’s sales promotion 
manager, Richard S. Lochridge. 
Pattern points up the simplicity, 
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reliability, safety, interchangeabil- 
ity, accessibility and service fea- 
tures of the Electra. It shows that 
the new ship is designed to help 
operators make money in a previ- 
ously unprofitable area, the 300- 
500 mile travel range where the 
bulk of airline passenger traffic is 
said to originate. 
Used in Target Program 


Pattern for Profit is (according 
to Mr. Lochridge) “a key part of 
what we call our target sales pro- 
gram.” It provides the salesman 
with a reason to call on the air- 
line prospect; it provides an inter- 
esting presentation; and it is ac- 
companied by a comprehensive 
brochure on maintenance for fol- 
low-up study. 

The Prospects Like It 

Reception by both customers 
and prospects has already been 
“gratifying” and it is considered 
“a clear and forceful sales tool.” 
50 prints of an English language 
version are being used by sales per- 
sonnel throughout the world; a 
Spanish version will be used in 
Spain and South America and a 
Portuguese version is scheduled for 
showings in Brazil and Portugal. 


Left: long-shot during the 
filming of “Pattern for Profit” 
shows full view of Electra as 
air transport prospects will 

see it during showings arranged 
by Lockheed sales executives 
in the U. S. and abroad .. . 


It's Awards Night 


in New York 


Present First Annual Industry Achievement Awards 
at May 19th Dinner of Film Producers Association 


M EMBERS AND GUESTS of the 
Film Producers Association 
of New York met on May 19, at 
the Plaza Hotel, to bestow “In- 
dustry Achievement Awards” on 
four theatrical film luminaries for 
“adding to the growth and prestige 
of the industry and aiding in the 
developing of New York City as a 
focal point of the motion picture 
industry.” 

Mayor Robert E. Wagner re- 
ceived a Special Award for his 
“continuing efforts to establish 
New York City as a major film 
producing center.” 

Feature film producers cited 
were Nat Hiken, Paddy Chayef- 


Film star Monique Van Vooren 
presented the FPA awards .. . 


sky, Elia Kazan and George Justin, 
all of whom have used New York 
locales and film services in recent 
months. 

Members of the FPA who re- 
ceived plaques for specific honors 


were Nathan Zucker, president of 
the FPA and Dynamic Films, Inc. 
For “his untiring efforts to pro- 
mote New York City as a film 
center and for bringing added dis- 
tinction to the FPA through his 
Psychiatric Nursing film which was 
recently nominated for an Acad- 
emy Award”; Walter Lowendahl, 
executive vice president of Trans- 
film, Inc., for his “outstanding 
service for the FPA in the field of 
labor”; Martin Poll, president of 
Gold Medal Studios, Inc., “for dis- 
tinguished production in the tele- 
vision field”; and Hazard Reeves, 
president of Reeves Sound Studios, 
Inc., for “outstanding success in 
the technological field, particularly 
in the audio field.” 

Citing the “tremendous growth” 
of sponsored films, Mr. Zucker de- 
livered a brief address at the din- 
ner in which he highlighted New 
York’s regenerated growth, the 
cooperation of its city administra- 
tion to producers and its many re- 
sources for all types of films. 

The FPA, he said, “calls upon 
producers throughout the country 

. . to join with it not only to 
meet the needs of today but to 
plan for tomorrow. 

“We must forever keep separate 
the devices for exhibition and 
transmission from the art and skill 
of using them. This imposes a 
need for independent production 
and a responsibility on the part of 
producers and their suppliers not 
to give up their leadership by 
default.” 


Below: New York’s cooperative Mayor Wagner (left) is pictured at dinner 
with FPA president Nathan Zucker. Mayor received a special award. 


BUSINESS SCREEN MAGAZINE 


| 
‘ 
| a 
ife | 
| 
| 
4 
| 
by: 
5 
3 
J 
| 
4 
= 
k 
¢ 
a 


Camera at the FPA: 


vx Active and Associate members 
of the FPA at Awards dinner: 


Left: Kern Moyse, president of 
Peerless Film Processing Corp. 


Right (inside) David Pincus, 
president of Caravel Films. 


Right (outside) Owen Murphy, 
Owen Murphy Productions, Inc. 


Left: “Doc” Feldman, of 
Du-Art Film Laboratories . . . 


Right (inside) Peter Mooney, 
Secty. Treas., Audio Productions. 


Right (outside) F. C. Wood, Jr., 
president of Sound Masters. 


Left: “Charley” Bonn, of 
W.J. German, Inc. 


Right (inside) Bob Klaeger, 
of Klaeger Film Productions. 


Right (outside) Ed Lamm, presi- 
dent of Pathescope Productions. 


* 


Left: Joseph Daugherty, of the 
DuPont Photo Products Division. 


Right (inside) Walter Lowendahl, 
Transfilm, Inc., award winner. 


Right (outside) Roger Wade, 
of Roger Wade Productions. 


Left: Thomas Valentino, 
of Thomas J. Valentino, Inc. 


Right (inside) Lee Bobker, exec. 
vice-pres. of Dynamic Films. 


Right (outside) Burton (1) and 
Frank Zucker, Camera Equipt. Co. 


Left: Sam Levy, one of 
heads of Eastern Effects. 


Right (inside) Sol Feuerman, 
medical head of Dynamic Films. 


Right (outside) Bill Van Praag, 
president, Van Praag Productions. 


Exclusive Pictures by 
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Cast and crew members of “Good Kid Cornelius” gather on “live set’ 
used in production of sales training film for California Oil Company. 


Caloil Makes an Eastern Debut 


— and a New Film Helps Dealers to Increase Sales 


Sponsor: California Oil Company 


TitLe: Good Kid Cornelius, 30 
min, color, produced by Walter 
Engel Productions, Inc. 


vr A comparatively new territory 
—a new name—and the most 
fiercely competitive situation in 
American business. These are the 
problems facing California Oil 
Company and its Chevron prod- 
ucts, moving into 13 Eastern states 
from the decades-old stronghold 
of the parent company, the Stand- 
ard Oil Company of California, 
from west of the Rockies. 

Batten, Barton, Durstine & Os- 
born, selected to establish the 
Chevron name in the East, is now 
faced with the problem of (1) 
making the brand known to the 
public for the first time, and (2) 
making the brand known to serv- 
ice station independent business 
men who are, or will want to be 
Chevron retailers. 

Caloil owns stations in Califor- 
nia, hires people to run them. In 
the East, the company supplies 
petroleum products to independent 
dealers. Thus, while California 
Standard has long used films for 
employee training, the films were 


not exactly suitable for programs 
aimed at independent station 
owners. 

Especially, these films are not 
suitable for station owners who are 
enterprising enough to set up 
against the roughest kind of com- 
petition. With millions of long 
pre-sold Esso, Socony, Texaco, 
Gulf, etc. customers on eastern 
highways, Chevron dealers are go- 
ing to have to offer just a bit more 
in service to win a_ respectable 
share of the business. 

Good Kid Cornelius shows a 
general overall picture of proper 
service station operation—key 
phrases for upping sales—get un- 
der the hood—clean windshield— 
and other TBA sales approaches. 

Using a station owner and his 
helper, “Cornelius,” as protagon- 
ists, the film is able to show the 
station owner, who is actually be- 
ing trained, as the trainer—himself 
a subtle and effective piece of 
business. 

Coupled with a very funny in- 
troduction and closing, the solid 
training information is now doing 
a good job among 2400 Caloil 
dealers and distributors in the 
East. 


Dermatology Film Joins Lederle Library 


Sponsor: Lederle Laboratories 
Division, American Cyanamid 
Co. 

TITLE: Aristocort: Use in Derma- 
tology, 11 min, color, produced 
by Willard Pictures, Inc. 


vy This brief but graphic film re- 
ports on three clinical cases of 


dermatitis treated at Boston City 
Hospital by Dr. Bernard Appel, 
Chief of Dermatology. 
Aristocort Triamcinolone Le- 
derle was administered in each of 
the following: generalized psori- 
asis of the erythroderma type (ar- 
thropathic); dermatitis medica- 
mentosa with pronounced erosion 


of lips and oral mucosa; general- 
ized disseminated neurodermatitis 
(atopic eczema). 

The results of this corticosteroid 
therapy are shown in detail. In 
each case there was a marked re- 
duction of inflammation, a clear- 
ing of affected skin areas, and in- 
creased patient comfort accom- 
panied by increased motility. 

ak 


This film is one of 12 Lederle 
motion pictures in color and 
sound which are currently offered 
for use by medical audiences of 
various types. Each is prepared 
under the direct supervision of 


Texaco’s Basic Lubricant Story 


qualified physicians and are not 
intended for showing to the laity. 

In addition to the professional 
audiences films, Lederle’s Film Li- 
brary distributes three pictures for 
general showing: Rabies Can Be 
Controlled, showing how the new 
avianized vaccine for dogs can be 
used in mass vaccination programs 
to prevent the dreaded disease; 
The Smallest Foe describes the 
role of Lederle in the fields of 
virus and rickettsial research and 
production; and For More Tomor- 
rows, which shows the vast re- 
search and production effort be- 
hind today’s medicinals. a 


“Shear Magic” Shows Making. Proper Use of Grease 


SPONSOR: Texaco, Inc. 


TITLE: Shear Magic, 24 min, 
color, produced by Audio Pro- 
ductions, Inc. 


vr Grease, one of the most import- 
ant elements in the operation of 
any machine, gets its full due in 
this interesting picture just released 
by Texaco’s sales promotion de- 
partment primarily for showing to 
contractors, industrial concerns 
and truck fleet owners. 

The film points out that no one 
lubricant can do all jobs, but that 
many are becoming much more 
versatile. While most greases are 
essentially mineral oil with various 
thickeners and additives, modern 
refiners now offer hundreds of 
different kinds for every purpose. 

Most interesting is an animated 
sequence which shows just how 
grease lubricates. In static form 
the grease is composed of tendrils 
of material arranged in a haphaz- 
ard fashion that holds tightly to- 
gether in a solid seal. But in mo- 
tion the tendrils go in the same 
direction offering little resistance 
to moving gears. It is this shear- 
ing action that causes grease to 
liquefy, not heat. 

Other sequences show greases 
which can operate in extreme cold 
of a hundred degrees below zero. 


Texaco researcher studies lubri- 


cants on electron microscope. 
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X-Ray diffraction studies 
at Texaco Research center. 


There are also greases resistant to 
atomic radiation. Film is available 
only from Texaco Sales Offices in 
principal U. S. cities. ag 


Mining Phosphate 
Sponsor: American Cyanamid 
Company. 


TITLE: Phosphate Mining, 19 
min, color, produced by Tiesler 
Productions, Inc. 


This film demonstrates that 
American Cyanamid is heavily in- 
vested in phosphate production, 
with the most modern mining and 
processing equipment in the world. 
It is intended to show phosphate 
buyers that Cyanamid is in the 
business to stay, is ready to meet 
all future commitments. 

The film was shot on location at 
Cyanamid’s plant near Lakeland, 
Florida. A side purpose of the film 
is to explain that although phos- 
phate mining is not a pretty busi- 
ness as it goes on, producing 
temporary great scars in the earth, 
the company quickly cleans up as 
it goes along. 
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A film preview by Holland-Wegman Productions, Buffalo, producers of TV, educational, industrial, and public relations films. 


says movie producer Sheldon Holland: 
“You see bright pictures even in half-dark rooms... 


“That’s why we preview the movies we make parts for you to attach or adjust. No lubrication records 
on Kodak Pageant 16mm Sound Projectors. to keep. Pageants are factory-oiled for life. Require little 
upkeep even under punishing operating schedules. 

Call your Kodak A-V dealer today or tomorrow for an 
early demonstration, or mail the coupon below to: 


“We can show our productions in their best light with 
these quiet-running projectors. They throw a crisper, 
spotlight-bright picture over every inch of screen. And 
the Pageant’s bell-clear, powerful sound system flatters = eee 
our film’s sound quality at the same time.” B. 


EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N. Y. 


See, hear, even operate a Please send me complete information on the new Kodak Pageant 
Kodak Pageant Sound Projector yourself 16mm Sound Projector, and tell me who can give me a demonstration. 


| 
| 
| 
| understand there is no obligation. | 
| 


| 

| 

| 

Your Kodak Audio-Visual dealer will demonstrate any 7 
time you say. He'll show you why you see brighter pic- l Ame THTs 

| 

| 

| 

| 


tures in half-dark rooms, (Pageant’s Super-40 Shutter ORGANIZATION 
delivers 40% more light on the screen than ordinary STREET 
shutters at sound speed). city STATE 


One try is all you need to become an expert Pageant 
operator. Set-up and threading are simple, no confusing —, 


(Zone) 


TRADE MARK 


Kodak Pageant Projector ) EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N. Y. 
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A message is received not only by an ear that 
hears but also by a heart that feels . . . 


The way a message is communicated can arouse 
enthusiasm . . . indifference . . . or resentment. 


We communicate not only by words but by our 
tone, appearance, expression and gestures .. . 


The correct choice of method . . . which must 
be based on cost, time, nature of message and 
audience — affects success of communication. 


+ 


Communication is a continuous flow between 
people . . . not just something that goes from 
one person to another. 


WORDS... 


A Basie Film on Communication 
That Fills a Real Business Need 


N EXECUTIVE Expresses his company’s 
A need for better interpersonal commu- 

nications and writes a detailed 
memo on the subject. What he gets is a whole 
new telephone system. 

A sales manager hands out a choice assign- 
ment, expecting an enthusiastic, appreciative 
reaction. What he gets is fear and foot-drag- 
ging. 

A production manager calls on one of his 
men to do a model job. What he gets is an 
elaborately worked-out miniature model. 

A vice-president waxes eloquent about the 
importance of people in his organization . . . 
but the dollar signs he doodles on his note-pad 
make a mockery of his words. 


Symptoms of Communication Needs 


All these problems . . . and many more like 
them . . . are symptoms of the need for better 
communications between people . . . in busi- 
ness, sales, education, community relations, 
government. The complexity and specializa- 
tion of almost every kind of modern activity 
is creating a growing pressure to find new ways 
by which people can get understanding .. . 
acceptance . . . and action from others . . . 
and come to understand others better in their 
turn. 

These examples of communication break- 
down are from a new 14-minute, color motion 
picture produced by Henry Strauss & Co. of 
New York. Entitled More Than Words .. . 
and available for sale on a nation-wide basis 
together with integrated training material . . . 
this film is the product of the many years’ ex- 
perience the Strauss organization has had in 
dealing with communication problems as they 
relate to management; supervision; sales; prod- 
uct and service promotion; and employee, cus- 
tomer, public and community relations. 

Picture Explores, Suggests Solutions 

More Than Words, in conjunction with a 
24-page study booklet and a discussion leader’s 
outline which complement the film, explores 
some of the most important of these problems 
and suggests keys to their solution . . . with 


| How to Obtain This Picture 


| x More Than Words may be purchased 
(with leader’s guide and study booklet) 
|| at $185.00. Preview charge $17.50, de- 
ductible from purchase price. Order from 
Henry Strauss & Co., 31 W. 53rd St., 
New York City, N.Y. ye 


The What... Why...How...When.. 
Who .. . method provides a planned approach 
to communication for both the sender and the 
receiver. Scene in “More Than Words.” 


concentration not only on the “technical” as- 
pects of communication but on the factors of 
“climate” and human emotion that vitally affect 
the creation of understanding and acceptance. 

The principles and methods of good com- 
munications the film outlines are basic. They 
are applicable to . . . and can be applied by 
. . . men and women in every type of activity 
where dealing with people plays a key role. . . 
particularly those that call for leadership . . . 
persuasion . . . coordination . . . or training. 
Indicative of its contribution in this important 
area is the fact that a version was selected as 
one of only four motion pictures to represent 
the United States at the Harrogate, England, 
International Festival of Films for Industry . . . 
and was chosen also for screening at Venice 
and Edinburgh. 


Not a “Catchword” or Technical Method 


Through a deft combination of animated 
and live sequences, the film treats in practical 
terms with the practical needs of people for 
finding common ground from which they can 
work together with greater effectiveness and 
satisfaction. 

It shows that “communications” is not just 
a management catchword or a technical method 
of transmitting messages but an essential ele- 
ment of every inter-personal contact and rela- 
tionship. 

It demonstrates that in every communication 
there is a “sender” and a “receiver” . . . both 
of whom have interlocking responsibilities that 
must be fulfilled if misunderstandings, cross- 
purposes, delays, friction and other costly diffi- 
culties are to be avoided. 

It points up the importance of choosing the 
right communications tool and method with 
reference to expense, time, frequency and the 
nature of the message . . . and gives some 
criteria for making a selection. 


Meeting Pitfalls in Getting to People 


It shows the need for tailoring the ways a 
message is worded to the audience it’s intended 
for . . . highlights the dangers of communicat- 
ing too much or too little . . . illustrates the 
effect of actions as a way of communicating 
intentions and the equally meaningful effects 
of “silence,” or the failure to communicate 
when called for. 

It stresses emotions . . . fear, hostility, sus- 
picion . . . as one of the most important com- 
munications barriers . . . demonstrates their 
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EMPIRE PHOTOSOUND 


INCORPORATED 


Films for industry and television 


1920 LYNDALE AVENUE SOUTH 


MINNEAPOLIS 5, MINN. 


ISCHER 


PH OTOGRAPHIC LABORATORY 


Complete 16mm Color 
and Black & White 
Motion Picture 
Laboratory Services 
Including 

Sound Recording 


MORE THAN WORDS: 


effect on the sender and the receiver; and 
indicates both the signs by which emotional 


blocks can be detected, and some methods by 


which they can be penetrated or gotten around. 
Emotional “climate” and the existing relation- 
ship between people are shown both as the re- 
sults of communication and important factors 
in it. 

It sets out the principle that communication 
is always a two-way exchange . . . something 
that takes place between people rather than 
something that simply goes from one to another 
. . . and shows what happens when this prin- 
ciple is neglected. 

It touches on the importance of “unspoken 
communications” . . . gestures, expressions, 
tone of voice. 

Finally, it outlines a working communica- 
tions plan . . . based on a “who”. . . “what” 
“when”... “how” evaluation 
of each communication . . . that can be put 
into practice to improve proficiency as “sender” 
or as “receiver.” 


There Is No “Formula” Answer 


More Than Words offers, in all these areas, 
no cut and dried formula or universal answer. 
Rather it is designed to provoke intelligent, 
constructive thinking about the subject that 
can lead different audiences to find approaches 
that fit their different needs. 

In line with this, the leader’s guide that 
accompanies the film is set up so that discus- 
sions on communications can be conducted in 
the framework of the particular day-to-day 
interests and problems of different audiences 
who shared common need for creating under- 
standing between themselves and others. The 
guide is designed to help translate the general 
principles and methods brought out in the 
film into specific terms . . . so the salesman can 
learn to use them to make a more effective 
presentation . . . the supervisor to give instruc- 
tions that will be followed more willingly and 
accurately . . . the community leader to arouse 
enthusiasm for his project. Working with it, 
discussion leaders can develop the topic in 
whatever depth they desire . . . and carry out 
communications training for anywhere from 
two hours to two weeks. 


How Leader’s Guide Aids the User 


Material in the booklet supplements material 
in the motion picture . . . outlines key points 
in depth . . . gives examples and illustrations 

. . and provides work and study exercises. 

Price for the 14-minute color motion picture 
. . . the leader’s guide . . . and the illustrated 
study booklet is $185.00 . . . and previews are 


A NEW ERA 


IN PICTURE 
PROJECTION 


the new fenticular 
RADIANT SCREENS 


For Lighted as well as Darkened Rooms 
A new reflective surface that is in effect 
a complete sheet of lenses—optically 
engineered to control reflection com- 
pletely. Provides greater brilliance, in- 
creased clarity, improved color—over 
greater viewing area. Extremely effec- 
tive for projecting in darkened rooms or 
even lighted rooms where no extreme 
or unusual lighting conditions exist. 


nities 
than 


Exclusive Radiant Stretch Bar Keeps 
Surface Flat and Tight as a Drum Se 


LENTICULAR 
ROLL-UP WALL SCREEN 


with exclusive STRETCH-BAR that makes possible 
an instant flat, taut surface. Now, when not in 
use, Lenticular Screen can be rolled up. Radiant 
“Educator’’ Optiglow Lenticular Surface is wash- 
able as well as fungus and flame-proof. Avail- 
able in 40” x 40” or 50” x 50” 

The Radiant Educator is 


now available in Tripod 


: models in choice of two 
lenticular surfaces — Uni- 
glow and Optiglow —as 

4 twell as Vyna-Flect 
: Beaded to meet varying 


projection needs. 


Also avaliable 
“Lenticular” 
PORTABLE 


TRIPOD 
SCREENS 


RADIANT -.=; 


MANUFACTURING CORPORATION 
| Subsidiary of United States Hoffman Machinery Corp 


| P.O. BOX 5640 CHICAGO 80, ILLINOIS 
} SEND FOR FREE BOOKLET 


EVERY JOB HANDLED WITH CARE AND 
GIVEN PROMPT INDIVIDUAL ATTENTION. 
MAY WE HELP YOU ON YOUR NEXT 
PRODUCTION? WRITE OR CALL TODAY 


available on request at a charge of $17.50, 
deductible from the purchase price. Henry 
Strauss & Co., 31 West 53rd Street, New York 


. . . | ill out coupon and mail for free booklet ‘The 
FOR OUR LATEST PRICE LIST. City are the sole distributors. | miracle of Screens detail 
| on Radian enticular ‘‘Educator’’ reens. 
Write for Lists of Useful Films 
PHOTOGRAPHIC ve Special, inexpensive (25¢ each) lists of use- 
LABORATORY. inc. ful Sales Training and Management Films are 


| 
available on letterhead request (enclose pay- | 
ment) from Reader’s Service Bureau, Busi- | 
NESS SCREEN, 7064 Sheridan Rd., Chicago 26. 


6555 NORTH AVENUE, OAK PARK, ILLINOIS 
EUcLip 6-6603 


NUMBER 3 © VOLUME 20 « 1959 


ti & ee FOR VOUR BUSINESS | 
E =, | 
ae 
| 
| | | 
| | | | 
| 
SYMBOL OF | | 
PROFESSIONAL | | | 

2 | 
by | | 
\ 
| 
| 
le" | | Radiant “lenticular” | 
screen surface. 
Ke | | 
ant Educator” Sere | 
| 
| 
| | i 
j 
1% | 
| | 
| | | 
: | | 
| | | 
| | 
| 
| 

| 
| 


Previewing the 
Latest in Pictures 
for Business... 


“Geograph Goes Global” Is 

Example of Film Cooperation 
% Taking silent color footage shot 
by company employees in British 
Columbia and Libya, Ideas Illus- 
trated, Inc., Dallas, Texas, has 
turned out a highly professional, 
yet economical, sponsored film. 

Latest of a “new type” of oil 
company films is Geograph Goes 
Global, a 15-minute color film 
produced for McCollum Ray Inter- 
national, Inc. of Houston, Texas. 
It was premiered May 14-23 at 
the International Petroleum Ex- 
position in Tulsa and scheduled for 
showing at the World Petroleum 
Congress in New York City May 
30 through June 6. 

McCollum Ray International 
employees shot technically accu- 
rate footage in Canada and Africa 
which Irvin Gans, executive pro- 
ducer, and Robert Arch Green, 
creative director of Ideas Illus- 
trated, edited, combined with ad- 
ditional original sequences from 
their script. A professional nar- 
rator and appropriate background 
music help create receptive mood 
for audiences. hy 

Dow Corning’s “Silastic 
Shows Silicone Rubber Facts 

vw Industrial users of rubber will 
be interested in a new 14-minute 
Dow Corning Corp. film, Silastic 
RTV, which presents straight fac- 
tual data on its room temperature, 
ready-to-use, vulcanizing silicone 
rubber. Designed by Dow as the 
most versatile rubber available, 
Silastic RTV vulcanizes itself and 
requires no additional heat curing. 

Film emphasizes the product's 
use for dip coating parts, for use 
as a flexible mold material and for 
making prototype parts. It was 
produced and is distributed by 
Dow Corning Corp., Midland, 
Michigan. Final editing was per- 
formed by George Colburn Lab- 
oratory, Chicago. 

* 
32 Million View Ford's 
Motion Pictures in 1958 


¥% Ford Motor Company motion 
pictures, nearly all of them pro- 
duced in color and distributed in 
16mm sound, were viewed by 
more than 32 million persons in 
classrooms and at group meetings 
during 1958, the company’s News 
Department reveals. 
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Color Slidefilm Sells the Medium 


Transfilm Presents “Sales Report—Zero”™ 


HOEMAKER’S CHILDREN all too 
often, only a few of the nation’s 
busy producers of motion pictures 
and slidefilms have found time (or 
taken it) to spell out the problems 
and potentials of these visual me- 
dia on their own acetate. 

Joining the list of notable ex- 
ceptions this month is a new color 
slidefilm about slidefilms, titled 
Sales Report—Zero. Produced and 
distributed by Transfilm Inc., the 
new tool incorporates excerpts 
from this producer’s titles now in 
use in manufacturing, food, insur- 
ance, textiles, chemicals, petroleum 
and advertising. 

These many uses are fortified 
by production background which 
shows how an initial outline is car- 


Sound slidefilms are 
used for sales and 
product promotion, 
public relations, 
employee indoctrina- 
tion and training: 
Sales Report—Zero. 


ried through research, script, 
storyboard, recording, finished art 
or photography and, finally, the 
lensing of selected scenes on the 
first film strip. 

With well over 100,000 sound 
slidefilm projectors actively in use 
throughout industry and the dealer 
field, the potential is still consid- 
ered very large. (As witness the 
recent application of sound slide- 


when your films 
are out of circulation 


... is the best time for you to have 
us remove scratches, correct 
brittleness, repair sprocket holes, 
remake dried-out splices. 


Then, thoroughly reconditioned, 
your prints will be ready for hard use 


again in the fall. 


Of course, before proceeding 
we tell you the cost...SEND 
US YOUR PRINTS NOW. 


EERLESS 


FILM PROCESSING CORPORATION 
165 WEST 46th STREET, NEW YORK 36, NEW YORK 
959 SEWARD STREET, HOLLYWOOD 38, CALIF. 


films on the West Coast for elec- 
tronic bench instruction of work- 
ers on assembly detail.) 

“Motion pictures and slidefilms 
have distinct purposes,” says 
Transfilm’s Pud Lane, “and they 
are rarely interchangeable.” As is 
made clear in the slidefilm, Lane 
cautions business executives to 
first determine the need, the audi- 
ence and the message before the 
film medium is chosen. 

Sales Report—Zero is 12 min- 
utes long and is available on let- 
terhead request from the Slidefilm 
Division, Transfilm Inc., 35 West 
45th St., New York 36, N.Y. 


a * * 


American Express Slidefilm 
Covers the History of Money 

ve The history of money is ex- 
plained in a new colored film strip 
produced by Fred Rosen Associ- 
ates for the American Express 
Company’s Travelers Cheque Sales 
Department. 

How checks, currency, letters of 
credit and travelers checks devel- 
oped along with the history of 
banking, is demonstrated for 
classes in economics, business edu- 
cation, and history. 

Available to schools and banks 
from the American Express Com- 
pany, the strip, Money—Forms 
and Functions, shows how the 
changing needs of civilization have 
led through the ages to new money 
forms and banking functions. 


* * 


Sports Uses of Chicago Parks 
Shown by General Finance 

ve Sports facilities available in 
Chicago parks are shown in a new 
16 mm sound film produced under 
the auspices of the Chicago Park 
District. 

Entitled The Chicago Sports 
Story, the film is available to public 
or private organizations upon re- 
quest to the General Finance Cor- 
poration, Evanston, Ill. 

The 30-minute color production 
covers the use made of the multi- 
tude of public sporting facilities in 
Chicago parks by industrial and 
company-supported teams. 
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KNOWING YOUR AUDIO- 
VISUAL NEEDS AND PRE- 
SCRIBING FOR THEM IS THE 
JOB OF YOUR PROFESSIONAL 
NAVA DEALER 


The NAVA member is a s 
cialist in everything audio- 
visual. You save money, time, 
and worry when you learn to 
rely on him for every kind of 
audio-visual need. 


PLANNING an A- V program 
for any purpose, the NAVA 
Dealer can save you false 
starts and help make your pro- 
gram more effective. 


SERVICE on any kind of pro- 
jection equipment is the 
NAVA Dealer's specialty. 


RENTAL of projectors, sound 
equipment, tape recorders, to 
save you time, money, and 
shipping problems. 


FILM LIBRARY SERVICE is of- 
fered by NAVA Dealers. 


Rely on the recognized ex- 

rt... call in your nearest 
NAVA Dealer for any kind of 
audio-visual help . . . make 
him a part of your audio- 
visual program. 


National Audio-Visual Association, Inc. 
Fairfax, Virginia 


Please send me a list of authorized, 
fessional NAVA Dealers coded to s 
— and rental equipment offered by 
each. 


Name 
Company 
Address 

City & State 
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Teaching Youngsters to Swim and Live 
Red Cross Sponsors an Award-Winning Picture 


Sponsors: American Red Cross; 
Metropolitan Life Insurance Co. 


TITLE: Teaching Johnny To Swim, 
14’ min, color and b/w, pro- 
duced by the William J. Ganz 
Company 

ok * 

yx Concerned with the fact that 
drownings are second only to auto- 
mobile accidents as a cause of 
accidental death among children, 
the American Red Cross has re- 
leased this new film to stimulate 
parental interest in developing 
aquatic skill in their children. 

Based on the do-it-yourself Red 
Cross water safety training booklet 
of the same name, Teaching 
Johnny is an entertaining portrayal 
of the proper method for teaching 
younger children to enjoy the 
water safely and develop swim- 
ming ability. 

With the increasing number of 
private swimming pools, the Red 
Cross believes it is urgent that the 
base of swimming instruction be 
broadened for young people. 

In introducing the film at a 
recent New York preview, Ed- 
ward T. Kennedy, former Colum- 
bia swimming coach and a swim- 
ming teacher for 50 years, pointed 
out that “the do-it-yourself” idea 


of having parents teach their own 
children, as depicted in Teaching 
Johnny To Swim is a particularly 
good one because it has been con- 
clusively demonstrated that the 
under-nine-year-old group learn 
swimming most easily through in- 
dividual instruction. 

“Every day you read in the 
papers of accidents in backyard 
pools which never need have hap- 
pened,” Mr. Kennedy went on, 
citing the drowning of a four-year- 
old in Scarsdale, N. Y. recently, 
in which the mother’s rescue ef- 
forts failed. 

“A parent need not be an ex- 
pert swimmer himself,” Mr. Ken- 
nedy said, “to give his child this 
course of instruction, which not 
only teaches a child proper tech- 
niques, but gives him as well a 
respect for the water and an 
awareness of the need for being 
careful.” 

Teaching Johnny To Swim was 
financed as a public service by the 
Metropolitan Life Insurance Com- 
pany. It recently won a Chris 
Award at the Columbus (Ohio) 
Film Festival. Prints in either 
color or b/w are available for loan 
or purchase through Red Cross 
chapters. Color prints sell at 
$37.50 and b/w at $14.00. a 


A Film to Motivate Creative Thinking 
New 22-Minute Film Shows “Imagination at Work” 


yr Roundtable Productions an- 
nounces the release of a new sub- 
ject, Imagination At Work. This 
new 16 mm. motion picture on 
creative thinking is intended for 
use in management development 
courses, engineering and sales 
training, and in high school and 
college classes dealing with indus- 
trial psychology and design. The 
purpose of the film is to stimulate 
the flow of new ideas and to de- 
velop an atmosphere in which crea- 
tive abilities are recognized and 
encouraged. 


Utilizes “Brick” Technique 

The film, 22 minutes in length, 
concerns itself with the well known 
“brick” problem long used in 
teaching creative thinking. The 
handling of the production, how- 
ever, is completely novel. The 


story centers around a pantomim- 
ist who has inherited a brick 
factory—and finds himself over- 
As the narra- 


loaded with bricks. 


tor helps him solve his problem, he 
discusses four factors which psy- 
chological research has shown con- 
tribute to creative ability: sensi- 
tivity, fluency, flexibility and 
originality. The narrator also dis- 
cusses the major blocks which in- 
hibit creative thinking: perceptual, 
cultural and emotional blocks, and 
suggests how to overcome them. 


Need to Foster Creativity 

Although the approach to the 
subject is sometimes humorous, the 
importance of fostering creative 
ability to an individual, to a com- 
pany or to our country can hardly 
be overemphasized. It is believed 
that this new film can be a valuable 
training aid to anyone interested in 
this important subject. 

Preview to Purchase Film 

Imagination At Work is avail- 
able for a courtesy 5 day preview 
from Roundtable Productions, 139 
South Beverly Drive, Rm. 333, 
Beverly Hills, Calif. 


EXECUTIVE 


The Visual Sales Aid That 
PUTS YOUR STORY ACROSS! 


Demonstrate your services, your products 
EFFECTIVELY, DRAMATICALLY with the C.0.C. 
EXECUTIVE Projection Table Viewer. You 
stimulate interest, create excitement, be- 
cause the truly portable C.0.C. EXECUTIVE 
is the most intelligent sales tool for busi- 
ness, industrial, educational or advertising 
use. Set it up in 3 seconds for group view- 
ing, in fully lighted rooms. Easy to carry, 
simple to handle. 

© system x 
angle viewing. «Automatic 
Airequipt slide changer © Up to 36 2 x 2 slides 
per magazine © Rugged, self-contained alumi- 
fum unit © AC-DC, 100-125 volt ¢ Smaller than 
briefcase, only abt. 6 Ibs. $69.50 


For VISUAL 
Education 


DRAMATIC 
Viewing 


THE NEW PORTABLE 
FILM STRIP PROJECTOR 


Ideal for educational, industrial, audio- 
visual use A complete theatre, with 
built-in screen and projector in a com- 
pact, handy carry-case. Designed for 
roup viewing without room darkening 
ust lift top and you are ready for 
dramatic visual presentations with bril- 
liant clarity For the first time @ quality 
engineered, dependable film strip pro- 
jector at this attractive price! 

Large 6” x ‘“‘Lenscreen" for wide 
angle viewing « Precision Optics * Rear 
view pape system © For Single Frame 
35mm Strip Film « One knob framing & 
film advance with click stops « Compact 
aluminum unit A-D 100 125 volt Smaller 
than briefcase, only abt 6 Ibs $5950 


Request illustrated literature & name of 
dealer nearest you 


TT Ty 
pits 


: 

= 


37-19 23rd Avenue, 
INDUSTRIAL | Long Island City 5, N. Y. 


Mail Coupon for Free Booklet 


Please send illustrated literature with 
full details on COC Visual Aids to 


Name 
Address 
City 


Zone State 
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Above: look inside a crevasse as 
Army Engineer studies structure 
and physical characteristics. 


“GREENLAND” 


‘ey With the nation’s defense look- 
ing northward toward the Arctic 
and over the Pole, a new U.S. 
Army Corps of Engineers’ motion 
picture, titled Greenland, carries 
unusual audience interest. 

Based on the engineering and 
research work of the little-heralded 
Snow Ice and Permafrost Research 
Establishment of the Corps, lo- 
cated in the Chicago suburb of 
Wilmette, this 25-minute color 
film was produced by Capital Film 
Service. It takes viewers on an 
exciting adventure with engineering 
and scientific crews engaged in 
projects concerned with snow and 
ice conditions on the Greenland 
Ice-Cap. 

Purpose of the Greenland studies 
is to develop both scientific and 
engineering methods necessary to 
establish, maintain and support 
large-scale facilities and military 
operations in the Arctic. Glaciers, 
blizzards (with winds reaching 
100 miles per hour at temperatures 
as low as 80 degrees below zero) 
and the mysterious “whiteout” are 
all a part of the research program. 

Crevasse problems (and special 
apparatus for the detection of 
these awesome, hidden depths) 
are pictured as is construction and 
tunneling into deep ice. Giant 
rooms have been excavated to 
determine the strength and plastic 
flow of the ice. 

This fascinating report on a 
little-known part of the nation’s 
defense establishment carries real 
interest’ for civilian audiences. 
Prints may be borrowed (on letter- 
head request) from the U.S. Army 
Snow Ice & Permafrost Research 
Establishment, 1215 Washington 
Ave., Wilmette, Illinois. Allow 
plenty of booking time. a 


Below: weasel follows flag-marked 


“highway” over Ice Cap. 


Combat-Ready Report from Lockheed 


This Timely Film Shows Defense Aspects of Aviation 


Sponsor: Lockheed Aircraft 
Corp., Georgia Division. 


TITLE: Operation Big Stick, 13 
min, color, produced and dis- 
tributed by Lockheed Aircraft, 
Georgia Div. 


The defense aspects of Amer- 
ica’s aviation industry, under both 
“brush-fire” and nuclear retalia- 
tion conditions, are brought to the 
public’s attention through daily 
headlines and magazine features. 
But until John QO actually sees for 
himself how the men and the ships 
that hold his fate operate under 
battle conditions, his picture must 
necessarily be hazy and inconclu- 
sive. 

Operation Big Stick is fortun- 


ately an imaginative portrayal of 
what Lebanon might have been 
like, but this 13-minute color pic- 
ture of simulated combat condi- 
tions is realistic enough to cause 
its narrators to caution viewers 
that they are not viewing a bona- 
fide war. 


Stop a Brush-Fire War 


It opens with a “bang” as fighters 
of the Tactical Air Command blast 
enemy-held positions. A joint 
Army Air Force strike force has 
been “ordered to stop a brush-fire 
war halfway around the world. Fol- 
lowing the air strike, airborne as- 
sault troops parachute in on Drop 
Zone Baker. Soon after, giant 
clusters of parachutes gently lower 
tanks, trucks, artillery and other 


COLBURN EDITING SERVICES 


Our Producer Service Editors are uniquely qualified to help you 
make the most effective film presentation possible. 


As your representative a Colburn Editor will.. 


® Edit your footage 

® Arrange for titles 

® Direct narration recording 

® Select music and sound effects 
® Direct mix re-recording 


Coordinate final picture and 
sound track for printing 


Take advantage of our extensive experience in applying 
the techniques of pictorial continuity. 


On your next production let Colburn Editors unlock 
the full potential of your footage. 


GEO. W. COLBURN LABORATORY, INC. 


164 NORTH WACKER DRIVE + CHICAGO 6 
TELEPHONE DEARBORN 2-6286 


support equipment to the embat- 
tled ground forces. 

From other airbases come on- 
the-scene reports of missile move- 
ments, more airborne and infantry 
troops, more supplies. A strategic 
airlift is established and a mecha- 
nized loading system places some 
20 tons of cargo aboard a C-130 
transport in less than one minute. 

Climax of the story comes when 
the first C-130 lands on a rough, 
hastily prepared forward landing 
strip to off-load ground troops, 
trucks and weapons for the begin- 
ning of a tactical air lift. After 
quick conversion, these same air- 
craft fly out with the wounded for 
a six-mile-a-minute trip to rear 
area hospitals. 


Film Without Commercials 


While conceived by Lockheed 
writer director Bob Strickland to 
“sell” the capabilities of the Lock- 
heed-built C-130 prop-jet trans- 
port, the film is not plaqued with 
commercials. The company’s name 
appears only in the end credit 
titles. 

Prints are available for loan to 
responsible adult groups from Lee 
Rogers, director of public rela- 
tions, Lockheed Aircraft Corp., 
Marietta, Ga. 


* * 


HARROGATE: 


(CONTINUED FROM PAGE 28) 


cut through all barriers, ignore ir- 
relevancies, make a mock of lan- 
guage. 

“But like any art,” he declared, 
“it calls for a high degree of skill, 
imagination and technical effi- 
ciency. It can be a disaster if any 
of these is absent.” 

A most active supporter of the 
Harrogate Festival was Britain’s 
Association of Specialized Film 
Producers whose president, Frank 
A. Hoare, is head of Merton Park 
Productions. Mr. Hoare was Ex- 
ecutive Chairman of the Festival 
Committee. R. T. Edom, Executive 
Secretary of the Specialized Film 
Producers, played a leading role 
in handling the many and compli- 
cated details of the program. 

Screenings at the Royal Hall, the 
St. James Cinema and the special 
screening room at the Majestic 
Hotel were an improvement over 
the previous year (which left much 
to be desired). An exhibition of 
equipment, laboratory services, etc. 
was well attended and included 
such products as Arriflex, Bell & 
Howell. The B&H exhibit made 
good use of its U.S. production 
Ideas and Film, produced by Tele- 
cine of Chicago. ig 
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Outdoor Advertising Firms Show to Sell 


Pre-Sereen Billboards With 3imm Color Slides 


4 WO of the nation’s largest out- 
door advertising companies are 
making good use of s!'te projec- 
tion for pre-screenings ot new bill- 
boards for both clients and adver- 
tising agencies. 

Foster & Kleiser began using 
35mm Selectroslide equipment in 
their Los Angeles office nine years 
ago. According to Joseph Black- 


Deskside controls illuminate this 
wall screen at Pacific Outdoor 


stock, this Spindler & Sauppe 
equipment is used from 250 to 
300 times annually with “never a 
single malfunction.” Three addi- 
tional units were acquired and are 


SLIDE FILMS 
MOTION PICTURES 


e 
As clear an economy 


as your telephone 


Write for our booklet, 


“How Much Should 
a Film Cost?” 


PLAN TE 


and 
ING. 
SOUND BUSINESS FILMS 


15 East Bethune Avenue 
Detroit 2, Michigan 
TR 3-0283 

131 North Ludlow Street 
Dayton 2, Ohio 
BA 3-9321 
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used on the Pacific Coast for ex- 
hibits at shows and conventions as 
well as poster sales presentations. 


“Theatre” in an Office 


Mounted above the desk (see 
cut) of the sales manager at Pa- 
cific Outdoor Advertising is a large 
“framed picture” with a translu- 
cent screen on which the Selectro- 
slide throws its image from be- 
hind. The S/M controls picture 
changes with remote button at his 
desk-side. In this limited office 
space, according to POA sales 
promotion manager Tom Durkin, 
“only a Selectroslide could be made 
to work.” 

Pacific Outdoor also uses 35mm 
slides of all important postings and 
combines these with a series of 
slides giving key traffic statistics 
and prepared charts and graphs 
(as do Foster & Kleiser). Used 
in organized sequence in the inter- 
changeable drum of Selectroslide, 
they provide effortless visual dem- 
onstrations. 


Visualize Cut Out Boards 


POA also maintains installa- 
tions of this equipment in their 
San Francisco, Chicago, and New 
York offices for regional use in 
these sales areas. One special use 
for Selectroslide is the visualiza- 
tion of large spectacular “cut-outs” 
to show their use in relation to the 
background of a painted board. 

A third user in the Outdoor Ad- 
vertising field is the National Out- 
door Advertising Bureau who re- 
port regular use of the Selectro- 
slide in each of their four branch 
offices and at New York headquar- 


ters. we 
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10-Minute Du Pont Film 

Shows Safety Glass Benefits 

vw The story of the discovery of 
the plastic material used as an 
inner layer in laminated safety 
glass will be seen by patrons of 
outdoor movie houses in a newly 
released Du Pont theatrical short 
subject. 

The 10-minute film, Your Silent 
Guardian, to be shown in 2,000 
outdoor theatres this summer, cen- 
ters about Dr. Benedictus and his 
discovery of the way to produce 
safety glass in France about 1900. 

It is hoped that spectators who 
see the film through the safety glass 
of their auto windshields, will ob- 
tain an increased awareness of pro- 
tection afforded them by safety 
glass. R 
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SYLVANIA 


PROJECTION LAMPS... 


¥SYLVANI 


Subsidiary of GENERAL 
GENERAL TELEPHONE & ELECTRONICS : 


for all makes .. . all types ... in all sizes 


New Sylvania Ceramic Blue Tops are available 
in all standard sizes for any projector . . . to 
fill your exact requirements for clear, 

brilliant projection. 


Blue Tops offer these superior qualities: 


Brighter . . . Ceramic Blue Tops won't scratch, 
chip or peel like ordinary painted tops .. . 
machine-made filaments assure pictures 
bright as life. 


Cooler... Ceramic Blue Top is bonded to the 
glass for improved heat dissipation . . . cooler 
operation assures longer lamp life. 


Longer Lasting .. . Exclusive Sylvania shock 
absorber construction protects filaments from 
vibration damage. 


Use Sylvania Ceramic Blue Top in your projector 
... your slides and movies deserve the best! 


SYLVANIA LIGHTING PRODUCTS 
Division of Sylvania Electric Products Inc. 
1740 Broadway, New York 19, N. Y. 


world leader in photographic lighting 


OUR EXPERIENCE IS YOUR KEY 


_ SERVICE 


abrasions. 


Fitted to any 
mm rewind. 


wo COMERA 


1845 BROADWAY (ot 60th St 


CAMART 
TIGHTWIND 
ADAPTER ECCO No. 1500 
Only tightwind adapter Cleans, conditions and lubricates film in 
operating on ball bear- one easy operation. Non-inflammable, 
ing roller. eliminates waxing, absolutely safe. 


Eliminates cinching or 


Winds film, no holding. 


& DEPENDABILITY 


CAMART 
DUAL SOUND 
EDITOR 


Edit single and double 
system 16mm or 35mm 
optical sound. 

¢ Edit single system Magna- 
stripe or double system 
magnetic sound. 

Works from right to left 
or left to right, 

Optical or Magnetic Model 


$195.00 


Speedroll Applicator 


Ecco 1500 cleaning — 929.08 


fluid, per gal. $9.00 


Ecco 2000 Negative 
cleaning fluid, 
$6.50 


16 or 35 


$29.00 


NEW "YORK 23 Plaza7 6977 Coble Comeramart 
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PERFORMANCE 


“SELECTROSLIDE performed continuously... 
without any mechanical failure...’ 


so wrote the Deputy Coordinator, 
U.S. Building Exhibits, United States 
Commissioner General in Brussels to 
George A. Sauppe, President of 
Spindler & Sauppe —and added... 
“SELECTROSLIDE operated magnifi- 


Write for details on the CABINE1 
fective in public places with heavy 


cently . .. used continuously since the 
beginning of the Fair and operated 
13 hours a day, 7 days a week for 
189 days...we were very pleased 
with the ten machines we purchased’ 


MODEL which is particularly ef- 
traflic. Screen at eye-level permits 


large groups of people to watch the picture and the sales messages. 


YOU CAN’T BUY A BETTER NOR MORE VERSATILE PROJECTOR 
THAN THE SELECTROSLIDE — WRITE FOR FULL INFORMATION 


spindles. 


2201 Beverly Boulevard 
Los Angeles 57, California 
Established 1924 


MANUFACTURERS OF SELECTROSLIDE CONTINUOUS AUTOMATIC SLIDE PROJECTORS 


1451 N. GORDON STREET 
Phone: HOllywood 7-3178 
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CRAB DOLLY 
By 


MOVIOLA 


The Leading Manufacturer 


of Film Editing Equipment 


Film Editing 
Machines 

Sound 
Readers 


Rewinders 


Synchronizers 


MOVIOLA MANUFACTURING CO. 


@ HOLLYWOOD 28, CALIFORNIA 


Cable: MOVIOLA, HOLLYWOOD 


THE BUSINESS SCREEN EXECUTIVE 


News of Staff Appointments and New Positions 


Barnett Glassman Is Elected 
President of Pathe News, Inc. 
vy Pathe News has announced the 
election of Barnett Glassman, fi- 
nancier and producer of the “Jack 
London TV Playhouse” series as 
president of Pathe News and its 
affiliated companies. Glassman has 
a sizable stock interest in the firm. 
Plans were also announced for 
a Pathe News Roundup of the 


Barnett Glassman .. . new 
president at Pathe News 


Week for television, and the News 
Magazine of the Screen. Pathe has 
25,000,000 feet of film in its news- 
reel library, the Pathe News Maga- 
zine of the Screen, and musical 
Telescriptions that Glassman in- 
tends to utilize for future produc- 
tions. 

President of Jack London Pro- 
ductions, Inc., he produced Cap- 
tain David Grief, 39 half-hour 
shows in color, distributed by 
Guild Films, Inc., and has in pro- 
duction two more series: Jack 
London’s Call of the Wild and 
Smoke Below. He was associate 
producer of the $4,000,000 film 
John Paul Jones, a Warner Brothers 
release. Glassman, for 15 years, 
served as financial consultant and 
adviser to theatrical projects and 
large manufacturing firms. He is 


41. 


Ray Wilcox, board chairman (left) 
with president George E. Johnson 


Ray Wilcox to Head Board 

At Houston Fearless Corp. 

vy The election of Ray C. Wilcox 
to the position of chairman of the 
board and George E. Johnson to 
the presidency has been announced 
by the Houston Fearless Corpora- 
tion. Mr. Wilcox is the former 
president of the West Coast man- 
ufacturer of automatic film proc- 
essing equipment and studio acces- 
sories. Mr. Johnson was executive 
vice-president. 

Earnings were up four times 
in 1958 over the previous year, 
equal to 15 cents per share over 
a °57 figure of four cent per share. 
Company is also engaged in the 
manufacture of precision compo- 
nents for missiles and aircraft. 

ok 

Atlas Film Corp. Elevates 
Herman to Vice-Presidency 

ve Atlas Film Corporation, Chi- 
cago, has elected James L. Herman 
a vice-president of the firm, L. 
P. Mominee, president, has an- 
nounced. Herman has been with 
Atlas since 1956 as a specialist in 
public relations film production. 
Previously he spent over ten years 
in newspaper, radio and television 
work. 


‘brary 


MOOD 
and 
TITLE MUSIC 


For Every Type of Production 
EITHER ON A “PER SELECTION” OR “UNLIMITED USE” BASIS 
For Full Details Write, Wire or Phone 


AUDIO-MA 
AUD MASTER Corp., | 


‘brary 


7 EAST 45th ST., N. Y. 17, N. Y. 
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LeMay to Head Ozalid’s 
Visual Aids Operations 
vw James E. LeMay is the newly 
appointed manager of visual aids 
of the Ozalid Division, General 
Aniline and Film Corporation, 
James A. Travis, Ozalid general 
sales manager, has announced. 
LeMay, formerly Mid-Western 
regional director of visual aids for 


James E. LeMay 


the division was assistant chief of 
the audio-visual center, Air Uni- 
versity Library at Maxwell Air 
Force Base, Ala., before joining 
Ozalid, and also served as audio- 
visual director and instructor at 
the College of St. Thomas, St. 
Paul, Minn. Headquarters of the 
Ozalid Division is Johnson City, 
N.Y. 
Byron, Inc. Names Clink 
As Head of Sound Services 
v The appointment of Jack Clink 
as director of sound services has 
been announced by Byron, Inc., 
Washington, D.C., film laboratory. 
A quarter-century veteran of the 
sound field, Mr. Clink was asso- 
ciated with the sound department 


Jack Clink 


at MGM studios, Hollywood and 
during World War II became one 
of the orginal members of the 
Army Pictorial Service. He later 
served in Lord Louis Montbatten’s 
command in Southeast Asia. 
Following World War II, Mr. 
Clink joined the staff of Edgar 
Monsanto Queeny, industrialist and 
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nature photographer, participating 
in expeditions to British East Af- 
rica and the Sudan for the Ameri- 
can Museum of Natural History. 

As head of Byron sound serv- 
ices, Mr. Clink will manage a re- 
cently installed 16mm Westrex 
sound system, said to be the most 
complete in the U. S. We 

* * * 

Kreger Elected Creative 
Marketing V.P. at Wilding 
ve Leon A. Kreger has been elected 
vice president in charge of cre- 
ative marketing services for Wild- 
ing Picture Production, Inc., Chi- 
cago, H. Williams Hanmer, Presi- 
dent, has announced. 

Kreger has headed the Creative 
Marketing Services department at 


Leon A. Kreger 


Wilding since its establishment in 
1957, which utilizes a case history 
approach to sales training and 
management motivation studies 
developed by him. 

Joining the Wilding staff in 1948 
as senior staff scenario writer, 
Kreger has written many important 
motion pictures and created pro- 
grams for Ford Motor Company, 
Sears, Chrysler, General Electric, 
Crosley, Bendix, and Brown and 
Bigelow. He has also prepared 
many Wilding industrial stage 
shows, introducing new model 
automobiles and appliances to 
dealers. 

He worked on newspapers in 
Buffalo, N.Y., before becoming a 
motion picture producer and staff 
writer for the state of New York 
in 1936. During World War I, 
he produced Air Corps training 
films at the Signal Corps Training 
Films Laboratory, Wright Field, 
Dayton, Ohio. Before joining Wild- 
ing, he was scenario editor and 


director of sales and marketing | 


for Burton Holmes Films, Chi- 
cago. 


EUROPE’S LEADING 
ANIMATION STUDIO* 


MAJOR INTERNATIONAL AWARDS 


INVITE ENQUIRIES FOR 


NIMATION 


Lysbeth House, Soho Square, London W. 1 
In U.S.A. Louis de Rochemont Associates 
380 Madison Avenue, New York, N. Y. 


ve That’s what nearly 10,000 
leading business and govern- 
ment users of the film call 
BUSINESS SCREEN. First with 
the news and features of fac- 


The BIG Magazine for a BIG Medium: Films! 


tual films, this authoritative 
magazine is your best guide to 
effective use of films in busi- 
ness. Two years for only 
$5.00; $3.00 annually. i 


= 
“DIAL THE MILES” 


Produced for Southern Bell 
Telephone Co., distributed 
nationally through A. T. & T. 


Blue ribbon award winner in 
Sales and Promotion at 1959 
American Film Festival, 


New York City. 


Prize winning 
motion pictures such as “Dial the 
Miles” are the product of a good 


producer, a good story to tell, a 
good client, 


but most of all... 
imagination 


frank. 
willard 
productions 


3223-B CAIN’S HILL PL., N.W. 
ATLANTA 5, GEORGIA © CE 7-2282 
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Vidicon Pan-Tilt Head 


Vidicon Pan and Tilt Head 

Has Counterbalance Feature 

vw A large-size Vidicon pan and 
tilt head for motion picture cam- 
eras has been announced by Cam- 
era Equipment Company, Inc., of 
New York. Meeting all specifica- 
tions of higher priced comparative 
heads, it is suggested for use with 
such cameras as the Auricon Super 
1200, Auricon Pro 600, Arriflex 
16mm or 35mm in blimp, Mitchell 
16mm, and Maurer 16mm. 

A balance feature built into the 
head counterbalances the weight 
of the camera and allows the cam- 
eraman to pan and tilt smoothly. 
It features a large pan locking lever 
which affords sensitive control set- 
ting of friction for the operator's 
panning tensions selection. Price 
of the Vidicon pan and tilt only, 
$325.00; wooden tripod, $150.00; 
all-metal tripod, $260.00. I 

* 

Latest Mitchell Cameras 
Record Missile-Rocket Data 

Exact pin registration during 
film exposure and event time to 
one millisecond in the latest 16mm 
and 35mm motion picture cameras 
produced by the Mitchell Camera 
Corporation, Glendale, Calif., per- 
mits the photography of high-speed 
flight. Cameras can be used on 
radars, tracking camera mounts, 


Below: exact pin registration 
is Mitchell Camera's big asset. . . 


New AUDIO-VISUAL Equipment 


Recent Product Developments for Production and Projection 


photogrammetric mounts and fixed 
tripods to record missile and rocket 
development data, according to the 
manufacturers. 

Camera motors allow synchron- 
ous as well as in-phase operation 
of several cameras trained on the 
same subject from different angles. 
Mitchell cameras operate at speeds 
from “stop motion” to 128 frames 
per second. A specially-designed 
“rack-over” mechanism permits 
focusing directly through the cam- 
era lens in standard motion picture 
work without disturbing its posi- 


tion. 
* * 


Westinghouse Shows New 

Ultra Speed Photo Floods 
Two new photoflood lamps for 

ultra high speed photography have 


been developed by Westinghouse 
engineers. Substantially smaller 
than similar light sources, new 
lamps are said to permit greater 
maneuverability in high speed cam- 
era work. 

New photoflood lamps are 300- 
watt R30 type bulbs. One lamp, 
designated the DVP, is a 115- 
120 volt photoflood bulb. Second 
lamp, called the DXA, is a 28 
volt bulb intended for use pri- 
marily in aircraft for photograph- 
ing moving parts. Both new types 
replace larger, cumbersome 750 
watt lamps, no longer considered 
maneuverable enough for high 
speed photography necessary in 
all phases of industry, according 
to H. J. Hanbury, photo market- 
ing manager of the division. 
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or even light! 


partially darkened 


be hampered by inability to darken a 


Lenticular projection screen surface. 


you get excellent picture projection 
with Da-Lite’s Wonder-lite® LENTICULAR! 


Daytime slide and movie showings can 


room—but not with the new Da-Lite 


in your area for a demonstration 
... and details on full line of 
Da-Lite Vidiomaster Screens. 


Write for literature and name of 
; Da-Lite Franchised AV dealer 


You get bright pictures—outstanding 
color reproduction—under all conditions. 
Ideal for wider viewing angles, too, 
without eye fatigue. Non-scratching, 
washable viny! surface assures years of 
service. Available in portable 
tripod and wall models. 


“The Standard By Which 
All Others Are Judged” 


Da-Lite” 


SCREEN 
COMPANY, INC. 
Warsaw, Indiana 


“Serving Industry and Education for half a Century!” 


Rapid Spray Film Processor 
Delivers 150’ Film Per Minute 
vy Processing 16mm or 35mm 
black and white positive motion 
picture film at speeds up to 150 
feet per minute is the new auto- 
matic Rapid Spray Film Processor 
recently introduced by the Hous- 
ton-Fearless Corp. 

Fast processing time is made 
possible by high impingement spray 


New Houston-Fearless Rapid Spray 
Film Processor speeds laboratory 
time, offers new economies. 


application of the developing solu- 
tion, fix and wash. Negative film 
is processed up to 100 f.p.m. and 
complete processing time for posi- 
tive film is said to be as short as 
five minutes from dry to dry. Im- 
pingement drying is also employed. 


Write for details to Houston- 
Fearless Corp., 11809 W. Olympic 
Blvd., Los Angeles 4, mentioning 
BUSINESS SCREEN. 


ok 


$.0.S. Supply Corp. Has 

New Automatic Film Cleaner 

yy An automatic cleaning machine 
for 16 and 35mm negative and 
positive film, the Tel-Amatic, has 
been developed by S.0.S. Cinema 
supply Corporation. 

A 3,000 ft. supply reel is fed 
into a wet area, where it is jet 
sprayed with clean solvent circu- 
lated by a pump-filter-motor as- 
sembly. Before leaving the wet 
area, the film passes between air 
squeegees, which impart a curved 
blast of air to both sides of the 
film. Leaving the wet area, the 
film passes between two staggered 
contra-rotating buffers of Nylon 
velvet, having lintless pile of over 
2,500 wiping tufts per square inch. 

After buffing, a capstan-type 
drive provides traction to move 
the film rapidly through the unit. 
It is fed to a take-up reel con- 
troled by an adjustable torque 
motor, insuring a speed of 180 
feet per minute for the film. The 
entire operation, it is reported, 
takes less than six minutes for 
1,000 feet of film. Ve 
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The C.O.C. "Executive" 


C.0.C. “Executive” Rear-View 
Projector Offers Large Screen 
yr A new table projector viewer 
which provides an unusual wide- 
angle viewing area and an auto- 
ie matic slide changer has been de- 
5 signed by Camera Optics Manu- 
facturing Corporation, New York 

City. 
a The C.O.C. Executive model 
a offers, in addition, an £3.5 coated 
color-corrected anastigmatic lens; 
precision optical. system with front 
=u surfaced, optically flat mirror and 
e 50 watt projection lamp, and fin- 
gertip focusing, according to the 


a manufacturers. Operating on al- 
‘. ternating or direct current and 100- 
% 125 volts, it has an indexed slide 


Is Your Film 
Scratched? 
e Dirty? 

e Brittle? 

e Stained? 
e Worn? 

e Rainy? 

Damaged? 


Then why not try 


THE FILM DOCTORS” 


ee Specialists in the Science of 
FILM REJUVENATION 


RAPIDWELD Process for: 
e Dirt 
« “Rain” 


e Scratch-Removal 
e Abrasions 


rapid 


37-02A 27th Street, Long Island City 1, N. Y. 
Founded 1940 
Send for Free Brochure, “Facts on Film Care” 


New Life For Old Film 
Long Life For New Film 
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system which handles 36 2x2 slides, 
allowing selection of individual 
slides. It lists at $69.50. IQ 


* 

Triangle Projectors Offers 

Island Display Sales Unit 

ye The motion picture Island Dis- 
play Salesman unit currently 
offered by Triangle Projectors, 
Inc., Skokie, Ill., can be set to 
operate for one cycle or continu- 
ously. Sound can be heard through 
a loud speaker, which can be mod- 


“Island Display Salesman” 


ulated to suit surrounding condi- 
tions. 

Projector used is the Bell and 
Howell Filmosound $385 optical 
sound 16 mm. projector with 15 
watt amplifier featuring sealed lub- 
rication. Special humidifier and 
filter units moisten and clean air 
drawn into the sealed projector 
cases, replacing moisture in the film 
as heat from the projector light 
beam expels it. The display cab- 
inet is made of cream colored 
Marslite Pegboard. 

The Cine Display Salesman 
offers 55 square inches of selling 
display space, uses floor space of 
5 square feet and stands 60 inches 
high. 

* 
Planoscope Corp. Announces 
New Plastic Lettering Kit 
vy Camera Equipment Company 
of New York has been named dis- 
tributor for Planotype, a new plas- 
tic letter which can be used for 
movie titling, TV slides, in artwork 
for slide films, and in presenta- 
tions. The product is manufac- 
factured by Planoscope Corpora- 
tion. 

Made of a special plastic which 
is reported to be characteristically 
thin, pliable, light, and durable, 
it is not affected by normal tem- 
perature changes or moisture. It 
may be used outdoors as well as 
in, according to its makers. 

It is said to adhere on contact 
to almost all surfaces. Ve 
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COMPLETE MOTION PICTURE EQUIPMENT 


RENTALS 


FROM ONE source 


CAMERAS 


MITCHELL 

35mm Standard 

35mm Hi-Speed 

35mm NC @ 35mm BNC 


BELL & HOWELL 
Standard ® Eyemo ® Filmo 


ARRIFLEX 
lémm © 35mm 


WALL 
35mm single system 


ECLAIR CAMERETTE 
35mm 16/35mm 
Combination 


AURICONS 

all models single system 
Cine Kodak Special 
Maurer ® Bolex 

Blimps Tripods 


DOLLIES 

Fearless Panoram 
Mc Alister Crab 
Platform ® Western 
3 Wheel Portable 


commercials. 


What job do you have for Holland-Wegman salesman- 
ship-on-film? Phone. or write us about it today! 


HOLLAND-WEGMAN PRODUCTIONS 


197 Delaware «+ Buffalo 2, ny! + Telephone: MAdison 7411 


Our Specialty... 
SALESMANSHIP on film 


As scores of top firms can tell you, there’s no faster, 
more forceful way to put your message across than 
with a Holland-Wegman film. 


For Holland-Wegman is a 5,000 square foot studio 
fully equipped and manned to plan, write and pro- 
duce top calibre films in any category...product sales, 
public relations, training, documentary, television 


LIGHTING 


Mole Richardson 
Bardwell McAlister 
Colortran 

Century 

Cable 

Spider Boxes 

Bull Switches 
Strong ARC-Trouper 
10 Amps 110V AC 5000W- 
2000W-750W 
CECO Cone Lites 
(shadowless lite) 
Gator Clip Lites 
Barn Doors 
Diffusers 

Dimmers 

Reflectors 


EDITING 


Moviolas ® Rewinders 
Tables © Splicers 
Viewers (CECO) 


GRIP EQUIPMENT 
Parallels © Ladders 

2 Steps * Apple Boxes 
Scrims Flags 

Gobo Stands 

Complete grip equipment 


SOUND EQUIPMENT 
Magnasync-magnetic film 
Reeves Magicorder 

Mole Richardson Booms and 
Perambulators 


Portable Mike Booms 
Portable Power Supplies to 
operate camera and recorder 


WE SHIP VIA AIR, RAIL OR TRUCK 


ZOOMAR 35mm 


FRANK C. ZUCKER 


Camera EQuipment 


“Dept. 315 West 43rd St, 
New York 36, N. Y. JUdson 6-1420 
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| 
FILM SHIPPING CASES 
| 
| 


e Best quality domestic fibre 
e Heavy steel corners for 
added protection 
¢ Durable 1” web straps | 
e Large address card holder | 
with positive retainer spring 
e Telescopic construction 
allows additional capacity 


Write direct to manufacturer 
for catalog. 


WM. SCHUESSLER 
361 W. SUPERIOR ST. 
CHICAGO 10, ILLINOIS 


TV LENSES 


For Shooting Under 
Adverse Lighting 


Conditions . . . 

Superb High Speed Carl 

Meyer 16mm Lenses in 

Focusing Mounts. 


01%” —F/1.0_______ $249 


Write for Photo Lens Encylopedia 
BS 559 


FREE CATALOG 
60th ANNIVERSARY Bee 


*Greatest Lens Offerings! 
*Cameras— Regular, Indus- 
trial & Scientific! *Enlargers 
—Solar Etc! *Lighting—Pro- 
fessional—Strobe Etc! *Ac- 
cessories= Write to 


$21 Wabash Chicago 4, titinois 


BEHIND the SCREEN 


Editorial Notes and Commentary 


ou Won’t Be.ieve It but the Attorney 

General in Kansas (John Anderson) has 
invoked an ancient state statute that requires 
all films shown to the public in that state to be 
submitted to the Kansas State Censor Board 
in Kansas City, Kansas. Otherwise prints face 
possible seizure. Only religious films shown 
in churches and educational films shown in 
school classrooms are exempted by personal 
order of the Attorney General. A censorship 
fee of $1.75 per reel (400 ft.) is charged, plus 
transportation. 

The National Audio-Visual Association has 
embarked on a campaign to change this un- 
just and unreasonable law. Meanwhile better 
clear your sponsored film title if you want to 
reach audiences in Kansas. wy 


_ National Defense Education Appropriation 
Funds Pass; Await President’s Signature 


vr The 1959 supplemental appropriations bill 
which includes $75,300,000 for the National 
Denfense Education Act, passed both Houses 
of Congress on May 14 and is now awaiting 
the President’s signature. It provides an ad- 
ditional $37 million for purchases of equip- 
ment and materials under Title III, as com- 
pared to an initial “starter” appropriation of 
$19 million. This is the national legislation to 
improve instruction in languages, science and 
vocational areas. 

The educational television lobby has done 
a great job of advancing its cause in the various 
states; there are numerous science teaching 
films and a growing number of language in- 
struction aids but what about the serious prob- 
lem of vocational instruction? We 


* * 


| L. Mercer Francisco Joins Atlas Film 


Corporation as Editorial Consultant 


vx One of the statesmen of the film industry 
has joined the Atlas Film Corporation as L. 
Mercer Francisco, head of Francisco Films 
since 1942, becomes Editorial Consultant to 
that 46-year-old studio organization. ae 


Our Prices Are NOT Competitive! 


(They're actually less than half 
the industry's average!) We've 
got something really unusual in 
QUALITY motion picture pro- 
duction for LOW budgets. 


Check our “name” clients 
Check our quality 
Check our prices 


Write or call for free information 


+ + CREST PRODUCTIONS 
550 Fifth Avenue 
+ New York 36, New York 
EN 2-7519 


Worried About Foreign Film Making? 

Let Actors Guild Suspend Its Members 

vy The loud cries of anguish emanating from 
Hollywood motion picture industry organiza- 
tions as a result of heavy overseas film produc- 
tion activity could be stilled in a hurry. All 
the Screen Actors Guild has to do is drop from 
membership any of its numerous principals 
who are producing and appearing in these 
films. But it won’t. Sometime soon most Amer- 
icans will realize that this is a very small 
world and that national boundaries are just a 
matter of self-interest and which side of the 
fence you’re on at the moment. We 


* * * 


Search for New Film Talent Vital 

to Producers of Television, Business Films 

ve Speaking of talent, every producer organi- 
zation in the U.S. ought to hold talent audi- 
tions whenever possible . . . seeking out new 
faces and new abilities on behalf of sponsor 
clientele. And if they want to keep on getting 
regular assignments, really talented young 
people should stay 20 miles away from Guild 
membership. 

If they’re worth the price, they'll be well 
paid but the present over-emphasis of animated 
art in both commercials and other films is the 
direct result of SAG’s ridiculous rate schedule. 
Anytime a pretty refrigerator door-opener can 
retire on $100,000 annuities resulting from 
those silly residual rates, you can figure that 
somebody is nuts. Maybe it’s the advertiser, 
who doesn’t have much choice but who still 
gets the bills. 

But whether new talent goes union or not, 
we need them before the cameras and the 
hundred or more large studios in this business 
across the country should get on the ball. & 


* * 


New Boston Section for SMPTE Makes It 11 


ve The Society of Motion Picture and Televi- 
sion Engineers has established a new regional 
section in Boston. This brings to 11 the num- 
ber of SMPTE sections throughout the country. 
Boston Section has about 150 members in this 
important area of the motion picture and tv 
field. 


NEVER 


in all our years in business 
have we failed to keep a 
delivery date promise! 
Our clients like that assur- 
ance ... so will you! 


KNIGHT STUDIO 


159 East Chicago Avenue, Chicago 11, Illinois 
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PRODUCTION LINES 


Douglas Productions’ Opens 
New Studio Building in Chicago 
ve Larger facilities under one roof 
at 10 West Kinzie Street, Chicago 
are provided in the new studio- 
laboratory building just opened by 
Douglas Productions. 

The entire second floor is occu- 
pied by a large sound stage with 
new laboratory facilities on an- 
other complete floor. Still photog- 
raphy, art and recording are 
housed on another level with re- 
ception and Office area occupying 
the penthouse. New Chicago tele- 
phone is MOhawk 4-7455. Me 

* * 
Peachtree Production Firm 
Occupies Strickland Studio 
ve Recent assumption of manage- 
ment of Strickland Films, Inc., At- 
lanta, by Peachtree Production 
Associates, Inc. of that city has 
been announced. Organized in 
September, 1958, the new firm has 
moved its entire production facili- 
ties to the Strickland Studios at 
220 Pharr Road, N.E. PPA presi- 
dent Skip Thomas and vice-presi- 
dent Phillip Taylor head the firm. 
Richard R. Krepala has been 
named operations manager and 
Betty L. Merrit will head up pro- 
motion and public relations. Louis 
G. Ingram, Jr. has been appointed 
sales manager and Norman Whit- 
man is production manager. 

* 
Lyon V.P. and Creative Head 
At John Colburn Associates 
ye Sumner J. Lyon, formerly di- 
rector of radio and television for 
Morse International, advertising 
agency, has been named a vice- 
president and creative director of 
John Colburn Associates, Wil- 
mette, Ill. business film studio. 

A writer and producer of sales, 
training, and industrial advertising 
films, Lyon’s earlier experience was 
with the Lennon and Newell ad 
agency and the Princeton Film 
Center, Princeton. N.J. During 
World War II he was a writer- 
producer for the Office of Strategic 
Services, Washington, D.C. 


General Film Laboratories 
Opens Kansas City Facility 

v New cutting, projection room 
and other producer service facili- 
ties to be maintained in its Kansas 
City, Mo. facilities in the Power 
& Light Building mark the advent 
of a midwest expansion move by 
General Film Laboratories, a sub- 
sidiary of the San Francisco-based 
Pacific Industries, Inc. 

Heading up the new General 
Film operations in the midwest is 
Neal Keehn, former Calvin execu- 
tive, who will make his headquar- 
ters at Kansas City. G. Carlton 
Hunt, president of the West Coast 
firm, indicated that future plans, 
dependent on sales volume, in- 
clude the possibility of certain 
processing operations at a later 
date. 

“With the advent of jet air- 
craft,” he noted, “our Hollywood 
facilities with extensive, highly 
automated equipment, will be just 
a few hours away from any pick-up 
point around the country.” 

Pacific Industries also operates 
Custom-Aire Products (furnaces), 
A. K. Salz Co. (leather), Pacific 
Ship Repair, Computer-Measure- 
ments Corp. (electronic instru- 
ments) and Flander Mining Co. & 

* ok 
Riley New Mid-West Sales 
Representative of On Film 
yy Allan Riley has joined On Film, 
Inc., Princeton, N.J. producer of 
sponsored films, as mid-West sales 
representative. Riley was previ- 
ously associated with WAKR-TV, 
Akron, Ohio. 


* * 


Naill Is Customer Rep for 
Southwest Film Laboratory 

ye Norman Naill has been named 
customer relations representative 
for Southwest Film Laboratory. 
His appointment, effective May 11, 
was announced by Jack A. Hop- 
per, general manager. He comes 
to Southwest Film from Virginia 
Polytechnic Institute where he was 
motion picture production super- 
visor for the past four years. 


Immediate 
Delivery! 


HOUSTON FEARLESS 


Panoram Wollies 


Thoroughly overhauled —- Guaranteed 
SPECIAL LOW PRICE: 


4 Wheel — $1400.00 
5 Wheel — $1800.00 


CAMERA EQUIPMENT CO., Inc. 
315 West 43rd Street * New York 36, N.Y. 
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VOLUME 20 
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WE TURNED THE ENTIRE PRODUCTION 
GA OVER TO WESTERN CINE! 


At Western Cine there is undivided responsibility — no 
“farming out” of any item of production. Our complete facilities 
enable us to maintain control over all phases of film production 
from start to finish! 


We CREATIVE PRODUCERS OF 16mm MOTION PICTURES 

¥& COMPLETE 16mm LAB FOR COLOR AND B&W PROCESSING 
3% COMPLETE SOUND RECORDING FOR TAPE, DISC AND FILM 
3%&e ANIMATION AND SPECIAL EFFECTS 
%& SOUND SLIDEFILM PRODUCTION 
%& PRINTING AND EDITING 


We do special assignments of on-location 
filming in the Rocky Mountain Region for 
other producers. ALL inquiries are cordially 
invited and receive our careful attention. 


WESTERN PRODUCTIONS 
) 114 East Ave. Denver 3, Colo. - AM 6-3061 


STOCK 
SHOT | 
HEADACHES? | 


Let Film Finders locate the stock shot scene or | 
| 


sequence you need. * If you need stock footage 

to strengthen a sequence, or to cut production 

cost, Film Finders can help you with a new and 

unique service now offered to the film | 
industry. * Film Finders is a Film Research Service, 
based on complete and up-to-date knowledge of \| 


all the major film libraries, private film collections | 


Among our clients: Audio Productions, Inc.; International 


and governmental film archives in the United States. | 
Business Machines; Dancer-Fitzgerald-Sample; and major | 


television networks. 


Sul: finders 


2 EAST 45th STREET - NEW YORK 17 - MURRAY HILL 7-6865 
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EASTERN STATES 


e MASSACHUSETTS e 
Cinema, Inc., 234 Clarendon St., 
Boston 16. 
e NEW JERSEY e 


Association Films, Inc., Broad at 
Elm, Ridgefield, N. J. 


e NEW YORK e 


Association Films, Inc., 347 Mad- 
ison, New York 17. 


Buchan Pictures, 122 W. Chip- 
pewa St., Buffalo. 


Crawford, Immig and Landis, 
Inc., 200 Fourth Avenue, New 
York 3, New York. 


The Jam Handy Organization, 
‘1775 Broadway, New York 19. 


8. O. S. Cinema Supply Corp., 
602 W. 52nd St., New York 19. 


Training Films, Inc., 150 West 
54th St., New York 19. 


Visual Sciences, 599BS Suffern. 


e PENNSYLVANIA e 
Appel Visual Service, Inc., 927 
Penn Avenue, Pittsburgh 22. 


J. P. Lilley & Son, 928 N. 3rd St., 
Harrisburg. 


Lippincott Pictures, Inc., 4729 
Ludlow St., Philadelphia 39. 


The Jam Handy Organization, 
Pittsburgh. Phone: ZEnith 0148. 

e WEST VIRGINIA e 
B. S. Simpson, 818 Virginia St., 


W., Charleston 2, Dickens 6- 
6731. 


_ SOUTHERN STATES 


e FLORIDA e 
Norman Laboratories & Studio, 


Arlington Suburb, P.O. Box 
8598, Jacksonville 11. 


e GEORGIA e 


Colonial Films, 71 Walton St., 


N.W., Alpine 5378, Atlanta. 
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e LOUISIANA e 


Stanley Projection Company, | 117 
Bolton Ave., Alexandria. 


Delta Visual Service, Inc., 815 
Poydras St., New Orleans 12. 
Phone: RA 9061. 

e MARYLAND e 
Stark-Films (Since 1920), Howard 
and Centre Sts., Baltimore 1. 

LE, 9-3391. 
e MISSISSIPPI 

Herschel Smith Company, 119 
Roach St., Jackson 110. 

e TENNESSEE e 


Southern Visual Films, 687 Shrine 
Bldg., Memphis. 


MIDWESTERN STATES 


ILLINOIS e 


American Film Registry, 1018 So. 
Wabash Ave., Chicago 5. 


Association Films, Inc., 561 Hill- 
grove, LaGrange, Illinois. 


Atlas Film Corporation, 1111 
South Boulevard, Oak Park. 


The Jam Handy Organization, 
230 N. Michigan Ave., Chicago 


Midwest Visual Equipment Co., 
3518 Devon Ave., Chicago 45. 


MICHIGAN e 


The Jam Handy Organization, 
2821 E. Grand Blvd., Detroit 
11. 


Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 


e OHIO e 


Academy Film Service, Inc., 
2110 Payne Ave., Cleveland 
14, 


Films Unlimited Productions, 137 
Park Ave., W., Mansfield. 


LIST SERVICES HERE 


Qualified audio-visual dealers are 
listed in this Directory at $1.00 per 
line per issue on annual basis only. 


Fryan Film Service, 1810 E. 12th 
St., Cleveland 14. 

Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 

The Jam Handy Organization, 
Dayton. Phone: ENterprise 
6289. 

Twyman Films, Inc., 400 West 
First Street, Dayton. 


M. H. Martin “ON 1118 
Lincoln Way E., Massillon. 


WESTERN STATES 


e CALIFORNIA e 


LOS ANGELES AREA 


Coast Visual Education Co., 5620 
Hollywood Blvd., Hollywood 
28. 

The Jam Handy Organization, 
1402 N. Ridgewood Place, Hol- 
lvwood 28. 

Photo & Sound Company, 5525 
Sunset Blvd., Hollywood 28. 
Ralke Company, Inc. A-V Center, 
849 N. Highland Ave., Los 

Angeles 28. HO. 4-1148. 

S. O. S. Cinema Supply Corp., 
6331 Hollywood Blvd., Holly- 
wood 28. 


Spindler & Sauppe, 2201 Beverly 
Blvd., Los Angeles 57. 


SAN FRANCISCO AREA 


Association Films, Inc., 799 
Stevenson St., San Francisco. 


Photo & Sound Company, 116 
Natoma St., San Francisco 5. 


Westcoast Films, 350 Battery St., 
San Francisco 11. 


e COLORADO e 


Audio-Visual Center, 28 E. Ninth 
Ave., Denver 3. 


Davis Audio Visual Company, 
2023 E. Colfax Ave., Denver 6, 
Colorado. 


e OREGON e 


Moore’s Motion Picture Service, 
1201 S. W. Morrison, Portland 
5, Oregon. 


e TEXAS e 


Association Films, Inc., 1108 Jack- 
son Street, Dallas 2. 


e UTAH e 


Deseret Book Company, Box 958, 
Salt Lake City 10. 


SMPTE Papers: 


(CONTINUED FROM PAGE 18) 


subjects. A selection of these is 
abstracted below: 


Contract Production Plans 
vy “Production Planning for Con- 
tractual Film Progress Reports.” 
Filmed classified progress reports 
as a medium of information and 
communication demand unconven- 
tional but practical solutions, in 
meeting daily problems in schedul- 
ing, personnel assignment, budget- 
ing and coordination with the 


military. — William F. Romeike, 
Martin-Baltimore, Baltimore, Md. 
ae 


A New Approach to 
Location Recording Techniques 
vy “A New Approach to Location 
Recording Techniques.” A new 
approach, of special interest for 
the independent producer who pre- 
fers to do his original recording, 
was described. As a result, the 
sound service studio will receive 
better and more consistent mate- 
rial for a final re-record or trans- 
fer—Jack J. Clink, Byron Motion 


| Pictures, Inc., Washington, D.C. 


* 


Planning an Integrated 
Sound System for 16mm Studio 
vy “Planning an Integrated Sound 
System for the 16mm. Studio.” 
Pitfalls in planning integrated sys- 
tems, as important for a small 
facility as for a major studio, can 
be avoided by careful planning. 
Emphasis was given foreign deal- 
ings where the language barrier 
inhibits communication. — D. J. 
White, Magnasync Manufacturing 
Co., Ltd., North Hollywood, Calif. 

* 
Small Lab Control Methods 
‘“: “Practical Application of Con- 
trol Methods in Small-Laboratory 
Operations.” Small TV laborator- 
ies, staffed by one or two experi- 


_ enced people and a number of 


inexperienced people, require a 
variety of practical aids, which the 
author described, in establishing 
and maintaining low-cost control 
methods.—F. J. Quinn, Trans- 
World Film Laboratories, Ltd., 
Montreal, Quebec. 
* ae * 
New Automatic Hot Splicer 

vy “An Automatic Hot Splicer.” A 
motion-picture film splicer, incor- 
porating a power-driven rotary 
knife to accomplish film scraping 
was described. The motor and 
heating element have the same 


115-volt source. — John Newell, 
Western Cine Service, Inc., Den- 
ver, Colorado. mg 
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in commercial films 


CATE & McGLONE 
films for industry 


1521 cross roads of the world 
hollywood 28, california 


j PROFESSIONAL 
REELS AND 


A Major Advance in Film Reel Construction 


PRECISION DIE-CAST ALUMINUM 
HUB COMBINED WITH SPECIAL 
TEMPERED STEEL REELSIDES MAKES A 
TRULY PROFESSIONAL REEL. 


MUCH MORE STURDY — TRUER RUNNING 


COMPCO reels and cans are finished in scratch- 
resistant baked-on enamel. 

Be assured a lifetime of film protection with these 
extra quality products. 

Write for complete informat 

REELS AND CANS + 16 mm 400 ft. through 2000 ft. 


COmMPCO corBeretion 
1800 NO. SPAULDING 

CHICAGO 47, ILLINOIS 

Moovilocturers of 


Photograph« Equipment lor Over A QUARTER of o CENTURY 


‘ 
NUMBER 3 * VOLUME 20 ° 


1959 


Red Cross Volunteer on the job... 


For “Those Who Care” 


A Noteworthy Fund-Raising Film 
Aids Red Cross Drive in Chicago 


HE EMOTIONAL IMPACT of a well-produced 

motion picture has made this medium an 
important asset for all kinds of health and wel- 
fare organizations, particularly in their fund- 
raising activities. 

Availability of time for public-service show- 
ings on television, plant and office facilities 
within employee organizations, all make the 
film a valuable aid in such fund drives. Such 
a film is Those Who Care, a 13-minute color 
film sponsored by the Chicago Chapter of the 
American Red Cross for its recent drive in that 
area and produced with consummate skill by 
Fred Niles Productions in its Chicago studios. 

Those Who Care utilizes its camera effects 
and visual interest with professional know-how 
but it is the wise adherence to the story of 
people in the great Chicago metropolitan area 
that carries the day, riveting audience attention 
to a background of Red Cross service and val- 
ues in a modern community. Those Who Care 
draws upon Chicago’s foreign born and its 
neighborhoods, shows the Red Cross Volunteer 
Worker on the job. They are the “someone 
who cares” and worthy of assistance. 

This comparatively short film has to cover 
a lot of ground but it does it with compelling 
interest, moving with its people, catching the 
heart-beat of Chicago. The picture merits a 
wider showing than its mission would indicate. 


As an example of what the modern fund film: 


can do, it’s worthy preview fare for any re- 
gional or national organization facing the 
problem. 

Loan prints may be obtained from the Chi- 
cago Chapter of the American Red Cross or 
from Niles Productions, 1058 W. Washington, 
Chicago 7. 


Youngsters learn to help through 


their Junior Red Cross classes . . 


Send 
Your Film 
To The 
Complete 16MM 
Service 
Laboratory 


Unsurpassed for... 


SPEED QUALITY 


Personalized 
SERVICE 


MOTION PICTURE LABORATORIES, INC. 
Phone WHitehall 8-0456 
781 S. Main 6, Tenn. 
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The Master ¢ er Cra smanship 
\ 
ln Deserves 


SALESMEN GET IN 
STORY GETS TOLD... 


Movi e-Mite 


* Theater Quality 
16mm Sound 
Projector 

* Film Safety Trips 

* Easiest to Use 

*® Lowest in Cost 

® Lightest in Weight 

50,000 Users 
Can't Be Wrong 

* Lifetime Guarantee 


Your Salesmen’s Pal 
Your customer enjoys a 
th pr 7 on 
his desk. Sets up easily 

. in three minutes or 
less. You're in with your 
story — You're out 
with a sale. 


Ideal for large 
screen projec- 
tion too. 


Complete with 
screen.... 


Write for Free Catalog 


we HARWALD co. 


1245 Chicago Ave., Evanston, Ill. 
Phone: Davis 8-7070 
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THE FILM 
Architect 


provides professional 

planning .. . 

creative writing .. . 

money saving specifications. 
These services assure the sponsor 
of more resultful motion pictures 
or slide films at considerable savings 
in production and distribution costs. 


Send for a brechure describing 
this unique service. 


F.R. 
Donovan 


10 Glory Road « Weston, Conn. 
CApital 7-3477 


For 1émm. Film — 400’ to 2000’ Reels 
Protect your films 


Ship in FIBERBILT CASES 
Sold at leading dealers 


Only bear 
original this 
Fiberbilt TRADE 

Cases MARK 


SOUND RECORDING 


at a reasonable cost 


High fidelity 16 or 35. Quality 

guaranteed. Complete studio and 

laboratory services. Color printing 
and lacquer coating. 


ESCAR 
Motion Picture Service 


7315 Carnegie Ave. 
Cleveland 3, Ohio 


People and Events 


Havlicek Named Eastern V.P. 
At Reid H. Ray Sales Clinic 

New executive assignments 
were announced in April by Reid 
H. Ray, president of Reid H. Ray 
Film Industries at a spring sales 
clinic held at the company’s St. 
Paul studio headquarters. 

Frank J. Havlicek, former head 
of the company’s Film Ad Sales 
Division, has been appointed a 
vice-president in charge of Eastern 
sales and will headquarter in the 
Washington, D. C. office. 

Moving up from the sales de- 
partment of the Film Ad Division 
to assume the post of sales manager 
is Edward F. Burke, a nine-year 
veteran in that field. 

General sales manager R. V. 
Jeffrey presided at the clinic ses- 
sions which were attended by 
Frank Balkin, Chicago sales chief, 
T. R. Cauger of the Kansas City 
sales office and other sales per- 
sonnel. Ly 

* * 
Pittsburgh Trio Form a New 
Co. Called “The Animators” 

Dale Thompson, Robert Wol- 
cott and Patricia Taylor have an- 
nounced the formation of a new 
animation service studio, the only 
one of its kind within a 250-mile 
radius of Pittsburgh, Pa. 

The new concern, simply titled 
as The Animators, will specialize 
in animation, motion picture titles 
and slidefilms. It is equipped with 
Oxberry 35mm.-16mm. animation 
stand and facilities for the produc- 
tion of tv commercials in the new 
“squeeze-motion” technique. 

The Animators have located in 
1105 Keenan Building, Liberty 
Avenue, in Pittsburgh. Audition 
films are available. 

* ok 
London to Transfilm, Inc. 
vy Mel London has joined Trans- 
film, Inc. as producer for the in- 
dustrial film division. A former 
executive producer with On Film, 
Inc., London has extensive exper- 
ience in film production as well as 
television. His duties with Trans- 
film include creative development 
of film projects, covering writing 
and directing as well as producing. 

* ok 


Announces New Boston Office 

ve Communications Productions, 
Inc., has opened offices at 1352 
Beacon Street, Brookline, Mass. 
Serving a Boston clientele, the new 
facilities supplement quarters in 
New York City. Specialty is closed- 
circuit television. 


in the News 


Frank Havlicek (2nd 
from left) receives 
congratulations from 
producer Reid H. Ray 
(at far right) on new 
post. Others (I to r) 
are Frank Balkin, 
Chicago; R. V. 
Jeffrey; T. R. Cauger; 
and (in foreground) 
E. F. Burke 


Victor “O. P.” Winners Receive 
New “Assembly 10” Models 

vy Ten “oldest projectors” sought 
in a nationwide campaign by the 
Kalart Company, makers of Victor 
Animatograph 16mm. sound 
equipment, have been turned in by 
schools, churches, individuals and 
one Scottish educator. All were 
built in 1933 and were still in 
good operating condition, most of 
them in regular use. 

The oldest projector still in use 
was submitted by Dale W. DeAr- 
mond of Wichita, Kansas. Bearing 
serial number 12005, indicating 
that it was the fifth 16mm. sound- 
on-film projector ever made, it was 
labeled by the owner as still “a 
wonderful machine, impossible to 
ruin film with all those safety de- 
vices.” 

In addition to the brand new 
Victor Assembly 10 sound projec- 
tor awarded Mr. DeArmond, nine 
other awards were made in the 
contest which was held in conjunc- 
tion with the 25th anniversary of 
the introduction of 16mm. sound- 
on-film projectors by the pioneer 
Victor organization. 

Among these winners were the 
superintendent at Morristown Na- 
tional Historical Park, Morris- 
town, N.J.; C. Leslie Thomson, 
director of studies of the Kingston 
Clinic, Edinburgh, Scotland; Lloyd 
Cramer of the Erie, Pa. YMCA; 


the Melrose Park Bible Church, 
Melrose Park, Ill.; and others. 

All 10 early models will be dis- 
played at the Victor headquarters 
in Plainville, Conn. IQ 

* 
N.Y. Film Property Men 
Get Interior Design Lessons 
ve Recognizing that today’s busi- 
ness and television films demand 
skill in style, finish and decor on 
studio sets, New York’s Local 52 
(IATSE property men) has insti- 
tuted a special course in interior 
design for its members. 

Local 52’s prop school is being 
conducted on the stages of MPO 
Television Films, Inc. Standing 
sets and resources of the property 
room serve as laboratory items for 
the course. Sam Robert, staff prop- 
erty master at MPO, is chairman 
of the Local 52 committee. It’s a 
10-week course. 

Joseph La Barbera Made 
Vice-President at Spotlite 
vy Joseph J. La Barbera has been 
elected a vice-president of Spotlite 
News, Inc., Los Angeles national 
television newsreel organization. 
Announcement of the appointment 
was made by Algernon G. Walker, 
president. 

La Barbera was director of com- 
munications and press relations for 
Title Insurance and Trust Com- 
pany, Los Angeles. 


Victor Service Mer. George Marenzana checks in “Ten O'dest Projectors.” 
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EASTMAN COLOR 


DEVELOPING 35MM (5248) COLOR NEGATIVE 
e DEVELOPING 35MM (5253) AND 16MM (7253) INTERMEDIATES 

e@ 35MM ADDITIVE COLOR PRINTING 

@ 16MM CONTACT AND REDUCTION ADDITIVE COLOR PRINTING 

@ INTERNEGATIVES 16MM (7270) FROM 16MM KODACHROMES 

e BLOW-UPS FROM 16MM KODACHROME TO 35MM COLOR 

e KODACHROME SCENE TO SCENE COLOR BALANCED PRINTING 

e@ 35MM COLOR FILM STRIP PRINTING 


COLOR CORPORATION 


Nineteen million persons 
saw Jam Handy public 
relations films this 

past year in 

American theaters. 
Many millions of other 
viewers also saw our 
customers’ presentations 
on television screens and 
in clubs, lodges, schools 
and in community groups 


via 16mm projection. 


ra 
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Dramatizations Visualizations * Presentations * Motion Pictures Slidefilms Training Assistance 


NEW YORK 19 © HOLLYWOOD 28 + DETROIT 11 © PITTSBURGH e DAYTON e CHICAGO 
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To the vital few 


Delivering essential instruction to a small 


group on a new process or a new policy can 
be just as important to your company as today’s 


critical messages transmitted for public relations 
via large-screen theatrical showings— 


or to select audiences with 16mm projectors. 


Without prejudice as to method, delivering 
the right story to the right people at the 
right time, is our business. 


or to the multitude | 
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